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Salute To A YOUNG LADY OF VISION ... page 5 


what’s all this §. I. C: 








Everybody’s talking S. |. C. — How it covers all industrial 
fields. — How it affords extra coverage to Direct Mail 
users. 


S. 1. C. covers most, but not all fields. And, $. 1. C. does not 
cover all the names within each particular category! 
Therefore, mailing lists selected by S. |. C. codes cannot 
ST ee a el 
~ and fetches less response than the mail advertiser 
deserves. 





PLUS: 


PONTON not only supplements, but actually augments, basic §. |. C. mail- 
ing lists with thousands of businesses which should officially be included 
under these code classifications. Lack of information on financial strength, 
for instance, could exclude these firms. | 

















’ But PONTON includes them, by virtue of employee strength, or upon the 
basis of additional, substantial evidence. They are potential prospects, too! 


PONTON, by means of Electronic (1.B.M.) List Selection, 
compiles mailing lists based upon S. |. C. — Plus every 
name not officially listed in that source, but classified as 
such, in other authoritative references. PONTON includes 
them in the categories to which they actually belong. 


"“SELECTRONICS” 


Order PONTON’S S. |. C. lists PLUS. 
They’re QUALITY CONTROLLED! 












patent applied for 


af 


“returns by the thousands”’ 








* in spheres of experienced direct mail men. . . . 
Joseph J. Muccigrosso, Subscription Manager 
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Complete Automation 
comes to letter writing 


Now you can write, address, and sign Ss 


as many as 3,000 letters per hour 


ERE is the most versatile Addressograph machine ever offered. 
Starting with blank paper, this new machine, the Addresso- 


graph Model 1938, will print the letterhead, write the letter, fill in 


the salutation and date, and sign the letter in color —all at the rate 
of 3,000 per hour! Envelopes and reply cards can be addressed, 
imprinted with the return address, and postal indicia added 

In addition to producing personalized letters, the Model 1938 
will also print and individvoalize statements and similar business 


forms in a si gle machine run 










Both the name and data writing and the printing units of this -“ 
versatile machine can be used independently : 
Write Methods Department today for the complete story of hd be 
this new machine Addressograph Multigraph Corporation, Cleve- 
land 17, Ohio—Production Machines for Business Records.” 
+ 
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Addressagraph-Multigrap 


SIMPLIFIED BUSINESS METHODS” ae 


SERVING SMALL BUSINESS — BIG BUSINESS—EVERY BUSINESS 
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Bachrach 
A Salute To... 
A YOUNG LADY OF VISION 


r IS DIFFICULT to write a short 
| story about our cover subject, 
She has done so much in her thirty 
six years on this earth 

Many direct mail people know 
Ruth Gardner from DMAA con 
ventions, previous Reporter mentions, 
or from all sorts of meetings. But 
all of you should know her better 
because of a recent change which put 
her in an important spot in the ad 
vertising field 

During the June, 1956 Advertising 
Federation of America convention in 
Philadelphia, Ruth Gardner was in 
troduced as the successor to retiring 
at-65 Helen Holby who for 38 
years headed the Club Activities Divi 
sion of the AFA, President Elon 
Borton certainly pulled a rabbit out 
of the hat in rea hing out to Orlando, 
Florida, to select just the right per 
son with such a be wildering and 
peculiar background of experience 
Popular and competent Helen Holby’s 
shoes were difficult to fill . but 
Ruth can do it. The funny part about 
the whole thing is that she will now 
be getting paid for the kind of work 
she formerly had to do, and loved to 
do, in her “spare time” 

With her solid background in di 
rect mail and in club work of all 
kinds, Ruth will be able to give valu 
able assistance to the 130 member ad 
clubs of the AFA 
motion, programming, policy making, 
et Naturally, she'll be interested in 
helping on local Direct Mail Days in 
cooperation with the DMAA. Here 
is a capsule of her life to this August 
birthday 

Ruth Millner (her maiden name) 
was born and reared in Bogota 
(Bergen County) New Jersey. At the 


aiding in pro 


time of her graduation from Bogota 
High School things were rather tough 
» further hooling was out 











\\ 
The more 
you say, the 
less people y 


remember. 
( 


Francois Fenelon 


£ 


So let’s be brief. 


Reply-O- Letter is a bet- 
ter letter —'cause read 
ers find the reply card 
at their fingertips, and 
they needn't sign their 
names to reply. 


Reply-O's creative staff 
is second to none. Their 
brains are yours to use, 
free of charge 


If you have a continu- 
ing need for good direct 
mail, we hope you'll re- 
member this brief mes- 
sage when your next 
mailing comnes up 


ee 
i 
a 


231d year of Service to “y 


Organizations in every field 


CARNEGIE EHDOWM'NT for INTER. PEACE 
WEW ENGLAND JOURNAL OF MEDICINE 
ATOMIC DEVEL. SECURITIES ConP 
CQUITABLE LIFE, NEW YORE 
WILLMARK SERVICE SYSTEM 
POPULAR MECHANICS 


the - oie 
reply-o-letter 


cent ae 


A famil friend landed 
with Harper & Brothers in the Frank 


lin “yuare 


her a job 


Agency Division 

checking subs riptions and price lists 
She didn't clock 
months boosted 


Le partment 


watch the and in 
five upstairs to 


the Retail Book There 


she became acquainted with many of 


“was 


well-know au 
tire And 
fixed. Later 
High School Text 
Department but found it too 


and 


the budding and/or 
thors of that 
in books 
transferred to the 


book 


ary 


her interest 


was she was 


uninteresting 

After three years at Harper s, she 
took a gamble 
the eastern district 
Alkali 
Park Avenue 


bier aun 


at being secretary to 
f Dia 


( orporation at 


manager 
mond Sales 
250 She got the job 
she was the only applicant 
spell “alkali”. She 
had looked it up in the encye lopedia 
at the library before the 
Her (Charles 
hes thing 


chandising are the prim iples of sell 


who knew how to 


interview 


Douglas, taught 


many met 


about selling 


nig es pet ially how to 


peeve holog \ 


analyze the pros ind cons of any 
lopu 

Afier three and a half years, Ruth 
Millner left that spot to become Mrs 
Her 
and was soon sent to the Paci 


Ruth 


supposed to he an 


Gardner husband was in the 
Navy 
fie lo 
took 


eary 


keep herself occupied 


what was 


job 


furniture 


with a laminated plywood 
But she soon 
to the 


headac he 


manufacturer 
embroiled as secretary 
with the 
of ordering hard-to-get rationed mate 
her dad had 
builder, she 


territory 


bree are 
pure h ming agent 
heen an 


rials Since 


architect” and was in 
familiar 
The 


was born but 


floundered on the 


Stevi 
later, th 
rocks of 
Ruth 
would go it 
Florida 
had 


down 


ove her 


econ 


wat 
four years 
marriage 
personal differences and 


decided ahve 


Shee 


and Stevie 
aclected lrlando 


dad 
: pl we to 


alone 
mother win 


settle 


where her and 
tered, as 

Ruth wandered around town trying 
to make a « 
outht Her 


with H inper s 


onnection with some “big 


restuiiie of exp riences 
Diamond caught 
the eve f manager Paul Stine at 


Harry P. Leu, Inc. He thought Ruth 
would fit in the then 


ind 


inactive (war 
casualty) advertising department 


floor 
That's 


a dusty corner on the second 
of the rambling Leu building 
when started to 


for Ruth and for 


involved in the distribution of equip 


things happen 


i lot of companies 


ind supplies for factories and 
had to quickly 


ould machin 


ment 


she learn 


bresilete t* 


everything bre about 


THE 


ery. equipment AND 
library 


local bec arne versit 


She made sice printers, ¢ 


trips 
statior rie 


itation to 


pgravers radio 
She 
the local ad club the only womar 
allowed at that time 

An Addressograph salesimar 
ing Ruth to install a system of « 
fied plates for her list of 2,500 


later 


Wepapers 


wangled an ins attend 


grew to 
T he Re 

Later 
her 


convention soon 


tomers and prospects 
introduced her to 


She 


yi 
read it hungrily 
DMAA attended 


mail 


porter 
joined the and 
first 


beg mn 


direct 


participating in panels and 
Circles of Information 
lefore long, Ruth became a store 
house of knowledge about direct mail 
adver 
und = for 
When 


Leu 


her most valuable form of 
(for 
backing up the sales forces 

this reporter first visited the 
setup in Orlando, it 
gruous for this pint-sized female to 
through 


tising direct orders 


seemed mcon 


hye romming around steam 


machines 
and the 


1) nation al 


hammers metal - cutting 


tiers of plumbing supplies 
maze of products fron 
ly-known manufacturers plannit 
campaigns to sell them But she took 
t all in stride. And laughed about it 
The Harry Leu 


nationally - know: is al 


distributor doing ome ' the 


compar hec are 


ndustri il 


direct rr Th 
had trouble 


manufacturers 


promotion 
even with n 
who seemed to 
needed f, (uw) 


rather 
this girt 


whether she 


than O44”) 


dealer help 
questioned if wuld profit 
that many ourtst an 


state of 


ibly use 
She si 


her t 


palm tree 
educating in 
better 
he ! 


ceeded if 
manufacturers to de i dealer 


job kver tiv 


help vugh selective 
lists 
Ruth 


miaile d 


ind mailings were usually small 


estimates that she handled and 
approximate! re mille 
pieces a year going to factory and 
huilding the deep south 


his Ruth a debt of 
gratituct for the help «he furnished 


prospects i 
reporter owes 
on a number of projects 


with industrial advertising 
During the eight years 
Ruth 


prac tically 


managed to get 
comer ble 
Adver 


ruja i 


everything « 
She became president of the 
tising Club of Central Fl 
1952. one of the 
holders im the 

or co-ed ad clul bor several 
f the board 
of directors of the AFA 


she ral rtant 
jobs oft the vi clul ‘ bers! 


few wore; gay 


ountr red 


Ieet 
th District 


practt stiv all the 1 po 


years she wae a ttiet 
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(rog 
tality 

Ruth wa 
Pilot Club 
responsil ‘ 
iward of 
faithfully 


For want of a nail 
gic os | es aes ari the battle was lost... 


editorials 


Remember? For want of a nail, all was lost. The shoe, 
the horse, the rider and the battle 


Also remember: for want of a thought, the battle of 
direct mail may be lost. For want of what thought? 


Why, the thought of enclosing your vital direct 
mail message in appealing envelopes that prompt 
your prospect to say, ‘““This looks interesting!” 

Now that’s the kind of customed designed envelopes 

the world 
is the briefl 


which Rutt 


that are available from Cupples-Hesse Corporation, at 
no more cost than ordinary, run-of-the-mill envelopes 


dtuesten of Clak Ay The only extra element is the thought of using 
ities in the Advertising deration just the right envelope for super-effective delivery of 


of Ameri She is ret direct mail 
renting h ome in Oriand 


alie will hav it wher 
Helen Holby o retiret 


currently | : 222 


Write wire er phene vs fer semples of eur spectacular 


+, Embess-A-Tene envelopes thet con help build your sales 


3 ; 
South just hen . ‘ ( fi 


work 
Ad Club 


naturally 


ns 
| ; hw 


CUPPLES-HESSE CORPORATION 


CUPPLES-HESSE 


; 


CORP. of 


’ ; MA 


Michigan 


CUPPLES-HESSE CORP. of towa 


485 Ke Des Moine 





SEND THIS COUPON! it will bring you ) 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience 
that we can obtain the kind of lists that 


, 





are ideally suited to thew needs 
“YHA DDERN inc. Chances are we have the BEST lists 
215 FOURTH AVENUE + WEW YORK 3, HY for your needs, yet they ll cost no more 
PHONE: SPring 7-7460 than ordinary ists 
CHARTER MEMBER: National Council of 
AUGUST. 1956 Mailing List Brokers 





Our recommendation 





service is FREE. Simply send the coupon 














CUT YOUR 
MAILING 
COSTS! 


WITH THE 
MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is eapecially adapt 
ed to letter mail also de 
signed for general purpose tying 
of bundles in any sequence up to 
6” high without adjustments. Ad 
justable legs and casters avail 
able at a emall additional coat 


All SAXMAYER tyers are noted 
for SAPETY automatic releases 
where needed. SIMPLICITY all 
working parte are interchangeable; 
net only attractive in appearance 
but aleo EPPICIENT fully auto 
matic, speedy, firm, non-slip ties, 
economical in twine and time Let 


us prove it on our trial basis 


Whatever your tying problem, there 
is @ SAXMAYER model to meet 
it. Write use for detaile and litera 
ture 


DEPT. A 
BUNDLE TYER CO. 


NATIONAL 


Blissfield, Michigan 











IT’S ABOUT TYME 


we got together... 


Whether your job 
is large or small 
Do yourself a favor 
and give us a call 


YE verre stavice corr. 


436 tom 87 mY OMY. Ab eOrre 


A COMPLETE DIRECT MAK SERVICE 














DMAA Convention—New York 
Hotel Statler, Oct. 1, 2, 3 








Front Porch Scuttlebutt 


The Gist Of Conversations About This And That With 
Visitors To The Editor Of The Reporter 


The Short Notes Department usually found in this spoce has been moved to page 42 


in order to make room for this brand new monthly feature 


IT’S AMAZING to see firsthand 
the power of propaganda; how one 
word constantly repeated can confuse 
average individuals and even news- 
paper editors. PMG Summerfield did 
a masterful (but not praiseworthy) job 
of pounding deficit, deficit into eyes, 


ears and minds of the publi« 


Even the usually accurate St. Peters- 
burg Times (Democratic) editorially 
congratulated Republican Summerfield 
and the House on taking steps to wipe 
out “the deficit’. Every class of mail 
must pay its own way, said the Times 
editorial. A number of casual visitors 
(not connected with direct mail) ex- 
pressed willingness to pay increased 
letter rates to wipe out the deplorable 
deficit. They were amazed when we 
calmly explained exactly what and 
how many services the Post Otfice 
performs for free: (Just like the Agri- 
culture Department.) How billions of 
pounds of certain classes of mail are 
accepted for a pittance of actual cost 
how charities, labor unions, veterans 
groups and other non-profit units are 
exempted from each rate increase 
thereby setting up two classe of mail 


users for the same services 


We explained that there wouldn't 
be a “deficit” if the cost of all the fre« 
services and of the subsidies (if nec- 
essary for public welfare) would be 
credited to the Post Office from ap 
propriations; then charge the publi 
and commercial users of the mail the 
actual remaining cost 

After the explanation, the usual re- 
tort is: “I never knew that before. Why 
don't the newspapers give us the truth? 
Why doesn't 


Maybe we all should have 


omebody do something 
about it 
more front porch conversations with 
average citizens (and editors) so that 
they can write and talk more intelli- 
gently with their representatives in 
Congress See the item on page 40.) 
ALL, OF US at times are liable to 


gripe about the cost of utility services, 


such as electricity, gas and telephone 


spouting off about monopolies 

etc. But this reporter is cured. After 
nearly a year of effort, the telephone 
company promised a private line for 
July 1. Florida is growing so fast, the 
utility companies are hard put to get 
and install necessary equipment. Our 
party line had no one knows how many 
stations and it was difficult to get the 
number. More difficult to make a call 
We, and neighbors, watched the work 
involved in changing our area to a 
new system which made private 
line possible. Weeks of work and many 
men on an assembly line basi 

First, the inspectors or surveyors 
marking poles to remove or poles for 
new equipment, then the ditch diggers 
followed by a crew of cable 
Next two expert cable 
working under an umbre!l 
which would drive most 
Back came the ditchers 
trenches another crew a 
later tidied up the disrupted 
lawn Then came a truckful 
and two specialists to put 
on the poles (if that 
Only a tew day 
the real specialist 
onto the new 
equipment inside 
in the private 
3-7970 

A few days later 
arrived to check and see if 
was okay We took ore 1-D picture 
of parts of the operations. Une how 
seven huskies snaking the line under 
our driveway. Altogether there must 
have been twenty-five different indivi 


duals (laborers and specialist work 


ing on our line is part of the area 
changing, not counting the engineers 
at central office handling planning and 
connection. So when we make or get 
a call and pay the monthiy bu we li 
be thinking of all those men, equip 
ment and money which made the 
rapid communication possible 

That call to Garden City last night 


costing $2.05 was dirt cheap. And dirt 
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ii ene MAIL ORDER STRATEGY 


6B. L. Mazel 


Leslie ovis You will learn how 22 Leaders in Mail Order 


David Margulies 


John T. McKenzie 


Insure Maximum Sales through the Mails 


Paul A. Murtaugh, Jr 


Elsworth Howell 

Views @. Sieh Mail Order Strategy” by Lewis Kleid will become one of your most valued possessions if you 
Lewis Kieid ore the person in your company who must create sales through the mails. You will have in this manual 
Semes 9. Cannall a constant source of inspiration. You will know how many of the real stars in Mail Order think about 
J. W. Cassidy ists of all kinds, about copy, about the mailing package 


A. P. Jurgensen You will be able to compare opinions ond results on the important factors essential to success 
E. Robert Rubin 
Sallie Weir 


One of the things thet will fascinate you about “Mail Order Strategy” is its interview technique Lewis 


Kleid asks the questions. The practitioners give. their answers Throughout 23 chapters Me Kleid 


James Dooley 
asks nearly 600 questions. A remarkable piece of work. And profusely illustrated. For you, though 


S. Arthur Dembner 
Mail Order Strategy will be a memorable experience and a constant source if inspiration 


Robert L. Fenton 
Choit Place your order at once, if you are NOT NOW a member of the DMAA*. The edition is limited 


Lawrence G 
Moxwell C. Ross You must be among first 2000 to order. So please do not delay. Clip the coupon, attach your check 
Edword N. Moyer, Jr for $7.50. Your money back if not completely satisfied 


Tom McElroy 7 Mail A 


Maxwell Sockheim 


a aS oe ee ee 8 8 ee ee | 
The Reporter of Direct Mail Advertising ® Garden City, N. Y. 


Send me a copy of “Mail Order Strategy” for which | enclose $7.50 or bill me 


132 pages 


Name Title 


$7.50 Company 


Street 


City State 





DO IT YOURSELF 


SPEAKING OF PICTURES 
ruling of the Federal Trade Commis 
of camera addict 
s-D outfits. The 
a good job in 
practices but 


. . an 
the last word in paper type for offset , id , . , ut hat 


and electronic reproduction 


SETS EVERYTHING 


Anyone can set heedlines and bedy 


I ‘ 
recent Medic progran oug howls 
im expom + Giapprova: ior . ror porch 


Airmailec ri j i itif program depicted 
text for eds, printed pieces of off 
hind bane ‘ idy , u ion | Al lar Lincoln 
in@e 


QUICKER, EASIER wcatio yer, th and ding medical record of 
Presto Type comes on compoct wooden “ ' ‘ ‘ ; : . . ‘ ' , 
type holders aligns automatically 
te straight edge tabs overlap 
allewing special spacing for special 
letter combinations ne epaquing 
between letters required 


COSTS LESS 
Complete fonts from 
$2.50 te $12.50 mat iscontiz 
Hes up to 62 different 
cherecters on a stick in 
pods of 50 each—3000 

characters in oll 


ood 


‘ to it emo 


When exposed This Is Your Life 
WRITE FOR 7’ m back to dealer | “ 2 viewer! } ticipan are 

né record ar hips filr om a uj Wal iterru for an 

CATALOG Showing rd and ships film . 

Ez mal Eastman ships process important announcement mpering 

iq 300 Type Faces . lic ; 5) Customer ms ” insincer j fouls 
PRESTO PROCESS CO. 0 if and when pack no cur piel 
243 N. WATER STREET, ROCHESTER, N.Y age art }) Customer visits dealer ou ime or hail oo. Bad 


dealer and pay 








pay tor proces 





inveigied dealer to ) rison Craf ymmer 
e and 
s of additiona! mail ow y con ippropri- 
1 and needless incon ‘ she I at imilar 
wera owner We an intermiss« iy ! They 
understand camera addicts are velling con ‘ ! ‘ informative 
bloody murder It could a be settled 
imp ' owing customer to I J corm ! 
m ‘ ‘ want deal my ) ad/ot ood t Get the 
. Y } in yay ilr pinion ol iT ) friends 
lis ! i price separately ry to od | ' your 


Dealer could 


MACHINES Hesse: Seecese 


offer you the only competition 


work 
you can find in the Addressing 


TESTING METHOD 
GOOD OR BAD TASTE ha ws to us turned 


‘ ; 


Machine industry 

( onsult yout! vellow telephone We ke the 
(Mail Order Day 

book or write to The Elliott 

Addressing 


Albany St., Cambridge, 39, 
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I ady... Set... Read! 


customers hands 


Imagine this is your istommer hold ON y 
clean typing job t f your present letterhead isn't 


You kr w yen 


ir message ig i 
read quickly and ¢ you make by mail, ask your 


I just 


ing your letter. Figure you have 
the most of the two-minute 


And, with How r or paper merchant to show 

vur lett warp Bonp sample Avail 
our answer de fine busine white and twelve 
letterhead. If fine paper feel 


HOWARD PAPER COMPANY DIVISION, URBANA, OHIO 


HOWARD PAPER MILLS, INC ° 


“The Nation's Business Paper” 
Companion Lines: Howard Ledger Howard Mimeograph Howard Writing Howard Posing Ledger 








ee — las 4=* 
ny 4 >é 
oe hy 
>. * - 
ve. ff 
Mien a. a | 
: \ | oo ODAK REFLEX OG 
- 7. i ; Awtha 
ae 
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; \ 
LA iptitil Color Cf0OQUCE LEM tt id Vhtarwell fet 7 
f \ i Franklin Ohio 


urd Paper Mills, Ine¢ ' 











ent a test lett x on the cameras and spout off about for- HAND LETTERING FROM FILM 


public speaking nt ha ations. Cabinet officials reveal 
Lincoln wro I idd iff about our defense which would 
on a piece « ow! I n better unsaid 
was sitting on tl eake forn erybody wants to get into the pub- 
waiting to go on I illed 3 y 3 The Supreme Court must 
orders per 1,000 piec« ! curbed,” say the publicity seekers 
peopie wrote in t writ We ready to fight let's 
it on the platiorn te t I ! rY say the rabble rousers. No 
train going dowr nothe har yonder everyone is confused why 
contact those l ! j ‘ rd ») get attention in all the 
them on their I t Maybe it might be a good idea 
Anotl t W t ha 4 moratorium on all publicity 
Wall Street Journal t forei affairs for a time. Just 


liberatel " } t ‘ ir insianted listings of whats 


phone ¢ ‘ | mer r back in Washington dur 

ome of the most calm 

t periods were during the 

congre was adjourned There 

houting or hysterical head 

me of internal bickerings Govern- 
know. He ' t ‘ ment executives could get their work No premium ...No extras 
peated done without attending endless hear All styles, including scripts 


Front porcl : t nd ing And of course they didn't have 


Glossy print for reproduction 
such a testing p / ' to appear on televised pres confer yi F 


24-hour service. Mail deliveries 
anywhere in the U.S.A 
Order from Style Book DM 


Free on request 
FREEDOM OF THE PRESS wor THANKS TO SO MANY OF YOL , 4h 
derful heritage r the B i Ugh VvnoO vote encouraging things about Film-Lettering Division 


But sometime freedom bused that “Plain Thinking” piece in June RAPID TYPOGRAPH | 

Nearly every ‘ n it ‘ Reporter (first installment). It was all ne. 
week ha e' u tu old tuff but badly needed. One point 305 EAST 46th ST , NEW YORK 17 
distressing Weinberger napping cas caused criticism. In Formula One (un MUrray Hill 8-2445 


in Westbury Ne F . hody der human inertia) we said People 


not done fi t ‘ ence 














wants to know why , iwer editor don't want to get your mail in the first 
in his right senses would t place They'd rather, et I've 
sordid details of ISO ' ifter that so often in talks (with extra ex- 
police officials had ri ‘ ted a planations) I possibly glossed over it 
blackout to protect f and too quickly in the June-July feature 
make recovery possil Our critics point out that people like 
After the first indecent eak ll th to get mail. They watch for it; they 
papers got on the Nas ‘ yt anticipate it. True. Maybe we were 
licity printiz very « oO too facetious. But you hould think 
the money wo I ’ that people are lazy. They haven't asked 
flocked to the re j " fc your appeal. They look forward to 
licity-mad pre om ‘ ove letters checks messages from 
wild. We all bo ong ¥ t friends, but they are not waiting to bh« 
County Chief of ‘ } old 
shouted We'd fa irveys indicate high readership 
lot furher except the interfer fd mail appeals they simply Past! Get an Adverkit! 
of the pre I : pre it professionally or tasteful 
Plen colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
In some ‘ ‘ o over! “in inertia and con somples 
helpful in } é in petitio ( i Does that make 


me repa ling appeals are good enough 


Create action-getting, b «+ 1t-of-industry 
kidnapping , ane , | , mailing pieces from a new selection of 
or officialdom, di ‘ . jJumbe Cards, Flash Bulletins, Cartoon 
Letterheads, Eye-Stopper Envelopes, and 


A NEARLY-LOST ART was ove: Gimmick Meilings 

ooked in our Plain Thinking About All AdverKit items created and pre- 
Re printed by American Mail Advertising 
rt Your sales message easily added using 
porters. This item will correct the over eny office duplicator 


ver the cop’ 


Direct Mail in the June and July 


Mail $2.00 fer your AdverKit refundable 
emphasis on on first order 


itting out in 








is not always 


sppropriate. A AMERICAN MAIL ADVERTISING 
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sort Faster...Collate Faster 


cuT cosTs 
SORTKWIK 


fingertip magic 


Only 40¢ cock 


NO MORE IPRITATING. CLUMSY 


PUSHER FINGERS OF UNSANITARY, MESSY SPONGES 


wan vO SORTKWIK 





Coin 
oft 
Time-tested by direct mail firms 
throughout the country to speed up col 
lating and sorting 
A ‘ tut end $1 OO fortwo 
rey ‘ i ; <T ot ‘ 
LEE PRODUCTS CO. 
Dept. &-8 
27736 LYNDALE AVE 30 © MINNEAPOLIS 6. MIN 





“ALL-PURPOSE” 
FELINS PAK TYERS 


ALL-PURPOSE be 
they will 
AUTOMATICALLY 


cove 


ADJUST THEM. 
SELVES AND TIE 
TIGHT any light eo 
heavy bundle 
package, box, with 


in the capacity of 








each model there 
are several models 
to choose from 
ALL-PURPOSE be 
couse they will 
ad handle all the ty 
ing problems in 
your office, moilroom and factory more 
efficiently then you believe possible 
ALL-PURPOSE because they use twines 
from 3 to 24 ply as well os tapes and 
braids 
ALL-PURPOSE becouse anyone con ope 
rate them efficiently They ore sturdily 
constructed to give long dependable 
service 
ALL-PURPOSE becouse these machines con 
be controlled by feot pedol trip or ayte 


matic trip 


LET FELINS CUT YOUR MANING COST 
Now 


FELINS TYING MACHINE CO 








our busier and busier 
forgotten the art «f 
Even 


corre. 


many of u 
gracious, friend correspondence 
among hus people such 
spondence is olten appropriate. A dis 
tance and time hortener 

I remember the arly days of direct 
mail, wher ed ave continuous cor 

respondence with Jack Carr and Bi 

Kier (hetween conventions They al 

way eemed to find time to write long 
letter About little things what the 

had been doing and thinking. Wed do 


trv arne 


Those etter helped al 
about the busine 
ind about life Since Jack and Bil! 


departed j I missed the 


j to ear more 


ometine innecessary but 
tirmulating But recently, more 
etter f aracter seem to he 


reaching mailbox. Just chatty 
what cooking \letter The writers who 
know how to do it without boring are 
few and far between. Here are a fe 

ho know how to do it and take tin 

do it: Je of Atlanta; B 
Snulz, Auto-typist, New York 
Gardner, AFA 
las; Stew Jurist, DMAA 


Fvaneville, Ind. and of course 


Robert 
Ruth 
Virginia Parsons, Dal 
Ralph Curtis 
Mary 
Lou Groves and Peggy Greenlaw, Mich- 
gan City 

folks (and 


a few other ike a friendly per 


Every letter from these 


onal visit. Al the details about who 


married who whether the dog is sick 


or well; what happened when whosis 
came to call. These are homespun ad 
ventures in letter. A recent addition to 
the fold is Don Raihle of American 
Minne 


Hadn't seen or heard from Don 


Hardware Mutual Insurance 
apolis 
for twenty or so years when he was 


on DMAA board His 
have filled the gap between. We were 


recent letter: 
much interested in his sparetime hobby 
of writing editorials for various paper 
He is a Protestant, for example, but 
has written about 350 editorials for 
national Catholic newspaper. His hobb» 
editorial ound (or read) like hi et 
ters chatting about what he 
thinking 

Maybe too many of us have gotten 
too hard-boiled in business and have 


forgotter the i of gracious social 


Pe ople 
friendshis The 


letters among contacts 
are ti t 
ike new 

Here mn idea we have used at times 
If we dont have time to write to al 


friend and have a long 


interesting story we just have it 
mimeographed at end it with a brief 
handwritten mm We get an answer 


nT exactly 100 


current news- 
wade throug! 
it they ixe nev 


ainment They ike 


imcher of Seri 


to announce 


about per- 
iramat« 
comment 

etter Heng 

of Emery Air 

uccessfu We 

at in promoting 
DMAA conve 

committee Wii 


Judging 


a Wasl 
extended 
4 rye 
four 
letter a experience 
them mimeographed and mailed to 
! Washing m customer u ‘ to 
Rufu 


Lusk know how write That helps 


all ?f competitor tof course 


But every isst a fascmating adven 
ture, just like a rambling letter from 
a friend. These bulletins have become 
Would 


a book if some of the inti- 


collector iterns in Washingtor 


lkd be printed 


get too hipped 

ind formula writing 

especially i yo ocial-business 
contact Ir wt ‘ more just-friendly 


etter ! ' wher tirne 


HOPE THESE FRONT PORCH OB- 
SERVATIONS did ' ” The 


iter collect 
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We Will Be Happy to Analyze 
Your Mailing — Without Charge 














By Maxwell Sackheim 









method of compensation for planning 





Vi tated that, in our opinion, creative talent should be paid tor on the 
ame ba is anything else which increase result Better paper better 






iWustratior more color, larger envelope nd other elements are gladly 





increased cost 















Unt ich time as we find we are too high or too low, we offer to prepare 





mailit $3.00 per M mailed, with a minimum charge of $300. We 





yt only those assignments which, in our opinion, 
at least 500,000 
















have accepted our offer 


' ; 
iT ailer 






Wel tL iO! Lel furthe in tre nterest ot better Direct Mail 


















With narve ( analyze a limited number of mailir whether 
in la it and type itten form or already printed and matied 

send u our uli ell u if objective the percenta e ot ordet re 
quired to break even, the margin of profit per unit of sale, the quantity 





oly 










here | no 


obligatio! I our part and we hope incere|l that we in be helpful Lo 





[So a ae ee a ae a a a Ge a ea awese, 
Maxwell Seckheim & Co., Inc. 
545 Madison Ave., New York 77, W. Y. 











MAXWELL SACKHEIM & CO., INC. 


545 Madison Ave., New York 22 


. 
< 
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Telephone: Plaza 1-3151 


ompary 


Amer 
Ad4re 


lene Sete 


Eucaeipaian caus cums cuss aoa alii GD PURI CODED EDEN 


Gee cee cee ee es ee ee oe oe oe 


Cun broker that puts 


customer returns bef yre hi 
own profit one that would 
rather lose the order than see 
client make a wror 


Wi, broker wh ntinually 


combs the market for lists 


to fit the client's products 
- and fields of interest 
whatisa 


SA vie broker whe h as h id 


expe rence on bye th sides 
of the desk and understands 
the list problen 


a 
r list selectior 


and needs of the client 


at? ’ an broker that isn t fir ished 
once the order is placed 
but follows thre ugh 
until it is delivered 
WV, broker who kn« ws-l / 


testing product n and 


mailing operations ind 


‘ 


freely passes or this 


knowl age when re queste d 


Wr. broker wl e chent is 


always King whether he 
list buyer or list 


owner 
Wi. broker who give ie b 


nall lists the 


~ & rray Hill 7-4158 


planned circulation 
19 west 44 street 
new york 36, n. y. 


















His explanation of it here will show you: 


An overriding merchandising idea, completely integrated, 


is what one copy expert calls the “Coordinated Method”. 


HOW TO WRITE COPY 


THAT SELLS 


By Bernard L. Mazel, Presiden: 
Ad Ware 4dvertising \ ) ‘ 









available 








ond 
Bernie is a hard fellow te report. He uses so 
many slide illustrations te make the subject 
clearer to a physical audience. But here at 


Reporter's Note: Ever since the 1955 DMAA 
Convention in Chicage, we've been hoping 
to run ports (ot least) of Bernie Mazel’s fine 
presentation on copy. But space was seldom 
te moke motters werse, 


last is @ boiled down, digested version of 
not only the Chicage talk but of re 
visions and additi in other appearances 
since then. We think Bernie's idea of the 
“coordinated approach method” deserves 
continuing study. t can be applied te all 
types of direct mail contects . net only 
in the mail order field 











T HF 
me 






It start 











ago Of 







First 








FREI 
this as 










snake if 


he told 









Sle 






atrone 






free pre 








supp! 


AUGUST 


received 


know “« 
in the market 


lionaire ? 


If any 


( 


more oft the 


NEW 
wie 


tk do with 


new apple 
make thi 
ff 


now | hats ft 


tirne 


fu 


1956 


almost 


out 


of us had the 
to this question 
Copy That Sells 
have retired o 
ourse 

good hooks to 
copy The 
take 


easily don 


cipe 
a headline 
of « 
a law saying 


vu 
magic 


recent research 
this headline 


“ 


(, 


article makes 


kind of letter 


publishe rs 


selling investment services or books 
ends If you 


much about making money 


you i mil 


exact answer 
ow To Write 
we would probably 


nitions long 


lots of very 


how to writ 


Dhis is very 


nee there i* 


Use cre or 


AMAZING 


rye refer to 


cf it has 


ot ail but 
stablished that 


ced ob the 
bedet wher 
i i7it 
would 
gett i 
f ' 
reety 
ted 


Sep three consists of filling up 
the space hetween the headline and 
the signature with what is known as 
copy——convincing arguments on what 
the product will do for you and 
subtle ippe als to the basi personal 
and emotional drives, arousing de 
sires, fear, et 

So we take these ingredients mash 
them up and serve them up in a 
tasty blueplate consisting of letter 
circular, order form and business re 
ply You have the tried and true 


mailing and you can't go very far 


wrong 
The “Coordinated Method” 
The only trouble is that very often 


you do better without a headlin 

or without a circular or 
without a separate ordet form ; 
I don't think I'd 
omit the business re 
ilthough that’s been 


or without a letter 
» far as to 


kor exan ple one mailing on the 
] kK Lasser Income Tax Book \eft 


out a lot of the so-called “essential 


ingredients. The entire mailing cor 
sted ! i five hy eevee pink | tu 
with the name stenciled at the lop 
ind showing through a window e1 
velop \ business reply envelope 
wa nceluded 








This illustrates another approach 
to writing copy that you might call 
the Coordinated method. This method 
creates an integrated package that 
completely reflects in every way the 
First, of 
we have to be familiar with 


product and the prospect 
course 
the basic principles of selling by 
mail and with the formulas 

whether a letter plus circular——head 
line—fill-in or anything else. How 
ever, it's a mistake to be dominated 
by them. The real factor in the broad 
est success or failure of a single 
pieces of copy—of a mailing—of a 
campaign or an entire enterprise 
comes im creating a completely in 
tegrated approac h an overrid 
ing merchandising idea that fully re 
flects your product and your pros 
pect ind thus creates a sense of per 
onal indentification between the two 


When you have 


proach then you will find that your 


created that ap 
copy will almost write itself 
Copy Approach Shapes The 
Mailing Piece 


lets just take inother look at 


the Simon and Schuster mailing on 
the J. K. Lasser Income Tax Book 
to see how in an integrated approach 


the work is automatically done for 
u. The slip was called a Voucher 
hecause it got over the idea of a ay 
il favor being granted the recipi 
numbered to 


nt lt was earry 


through this idea. opy above the 
imber box immediately established 
the persot il contact and the special 


fier based on that contact Phere 










An Advance Voucher, 


was no need to read any further in 
the mailing. No circular was included 


take 


rranted that you were making 


because the whole idea was to 
it fos 
these 


and it didn't have to be sold except 


prospects a very special offer 
in indirect form. Results were doubl 


and triple more expensive mailing 
pieces at almost half the cost 

The next year, we used the fill 
in letter idea combined with the good 


old free to Then 


Sam Myerson of Simon and Schuster 


you” headline 
suggested a label might be enclosed 
to facilitate This 
would make the mailing a little more 


filling the 
complicated and costly but it cost 
no more to print the label on the let 
it to 


window 


ter, stencil the name on show 


envelope and 


through the 


write the copy around it starting 
“We have a package ready for you.” 
This also lent itself to an imprint on 
the envelope reading: “Your privat 


label With this 


overriding idea shaping the mailing 


mailing enclosed - 


the copy wrote itself in a few min 
ules 

This kind of approac h to copy au 
tomatically shapes the mailing piece 


This 


just as strong even if the prospect is 


sane personal approa h '* 


not a customer or former buyer 


sa 
AMERICAN 


N 
~ Vert nw y 


friendly acknowledgment 


After all, we 
lists of 
identified 
another The 
selected 
these prospects have a special inter 
Therefore, if 


valid 


ure dealing with selected 


people who have already 
themselves in 
fact 


one way of 
that the list 


you believe 


very 
has breve n 
produc I 


eat in your 


your selection of lists has any 
ity at all, you have to get over that 
feeling of personal importance and 
contact. For that 


come tax mailing 


matter this in 


was written as if 
every reader were a personal custom 
r. (Did exce ptionally well on outside 
former sub 


lists as well as on 


~ ribers ; 


Simplicity Is The Best (but 
not easiest) Approach 
In the long standing controversy 
just like 
first, the 
, there probably 


over long versus short Copy 
the riddle Which 
chicken or the egg?” 


answer. It lies in the remark 


Franklin D 


he was asked to make an after-dinner 


is an 
made by Roosevelt when 
speed h He immediately agreed and 
asked how long he was expected to 
talk They said three to five 
utes. Regretfully, he apologized and 
said he couldn't make it because: “l 


thought you wanted me talk for an 


hour. However, if it is only going to 


invitation to join 


he three to five minutes, | am afraid 


| wont have time to prepare the 
talk 

Actually the simplest approach is 
often the best but it is not al 
ways the 


easiest to do as seer 


the ultimate simplicity in the bill 
mailings that some magazines make 
They simply send out a bill without 


any letter or circular. Paradoxically, 
the bill is a 
carried with it the 
established 
for granted 

The basic 


personal approach 


personal approach 
that 
taking action 


idea contact 


has been 
idea is to get a highly 
one that puts 
you on an different 
with the recipient. Of 
contact is 


entirely footing 
course the 
with own cus 


idle al your 


tomers. However, too often in writ 
ing copy this is lost sight of. A cus 
should be treated 
very fill in 


this 


tomer list always 


spec ial \ 


as something 


is not necessarily the answer to 
On most tests, if not all, I have 
“Dear 


sonal 


Subscriber” 
fill-in 


tablishes a contact at once 


outpull a per 
probably because it es 
even more 
so than the name 

In dealing with customer lists, us 
ually the simpler your package and 
format the better 

A letter to subscribers of the Re 
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ecutive Tax 


search Institute of America was ce 
signed to sell a one-volume tax serv 
ice and started out: Dear Member 
The Institute has set up a budget to 
enable eae h member who i) wishes 
to see and use its new Management 
Coordinator it the Institute's ex 
pense ” 

There was no expensive selling, no 
detailed circulars of 
make it look like advertising. On the 
make this 
as simple and personal as possible 


In the R.LA. letter, the 


story was in the first paragraph 


anything to 
contrary, the idea was to 
whole 


with the very definite advantage to 
the customer stressed right there 
Carl Hovgard, President of the Re 
search Institute of America (a bril 
liant mail order man), used to follow 
a practice of automatically crossing 
out the first paragraph of any letter 
submitted to him. 99 times out of 
100 the letter was made better. Some 
how, we try so hard that we get our 
selves involved at the start, and 
never get to the real meat of our 
story until later on. | will make any 
body a bet that they can take any 
piece of copy and improve it by cut 
ting out the first paragraph. Some 
times you can cut out the first three 


paragraphs 
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f 
reer 
f > Thocteg ®t? "ge 


* ee» 


''€* tae” Md 
a ase ia 
Hities resp! © 
‘one fe, £ en 
ditleesy™ tote 


= 


teaser nase 


“Friends Operation” Makes 
Good Merchandising 


\ coordinated approach involves 
more than mere copy. It necessarily 
carries with it a type of merchandis 
ing thinking which is fundamental to 
the creation of the most successful 


This kind 


of creative copy approach radically 


campaigns and enterprises 


hanges the whole nature of your 
ampaign, and completely changes 


the cost structure as well 


The creation of what | would call 
a “friends operation can completely 
change the character of a large part 
of your promotion Just as your own 
customer is your best prospect a 
names recommended by him are 
probably your next best as they share 
his interests 

Scients fic 


an acknowledgment card whic h had 


{meric an magazine used 


heen used for all new and renewal 
subscriptions As a test, this was 
made a double card, and the return 
half read: “*¢ opies of Scientific Amer 
ican are hard to get. If you would 
like any friends or associates to re 
ceive one with your compliments and 
ours note their names below and re 
turn the card.” At almost no cost, a 


steady flow of thousands of names 


Group and a private mailing label show examples of overriding copy ideas. 


began coming in, A sample copy of 
the magazine was sent with a person 
letter Now. 


usual type of general circular letter 


alized instead of the 
we were able to use an extremely 


personal approac h ine luding the 
name of the friend who recommend 
ed the sample copy and a special 
offer for this occasion. The results 
on this first letter to friends averaged 
$ to 6 times those on general promo 


tion 


This entire friend technique 
gives you a personal approa h with 
your prospects ; one that can 
characterize your entire letter, give 
you a reason for a special offer and 
virtually write itself. In an approa h 


like this 


the entire promotion package as sim 


it is usually best to keep 


ple and personal as possible. And 
probably it is best to leave out ex 
pensive printed material which might 
make your mailing look like general 


adve rising 


Instill Prospect ID And 
Sense Of Urgency 


A further example of this attempt 
to coordinate copy to build up this 
ta rsonal contact between the product 


ind the prospect was a mailing piece 





of the Bulletin of the fiomic Scien 
tists. This is @ magazine 
foundation of the 


phy mie al 


published 
by a non proht 
leading scientists 


nation « 


The mailing piece went to scentists 
and technical men in industry The 
board and 


names of the editorial 


Sponsors were featured throughout 
The close indentificeation of the pros 
pect with the board of sponsors was 
order 


stressed. The design of the 


form and wording carried out this 
personal idea and the entire circular 
and order form were made to look 
simple and unadver 
Results have 


on a 1 cash 


as deliberately 
tising-like as possible 
averaged 4° to 10% 
order 

An another good example was a 
mailing piece to sell a $95 subscrip 


built around the 


parti ular circum 
itself The 
about 20 


cents each, was infinitesimal in rela 


proach like this 
product and the 
stance) the copy wrote 
cost of messenger delivery 
tion to orders at $95 each 
This sense of 


established in a completely different 


urgency was also 


type of par kage which announced the 
$500,000,000 Israel 
It had to 
Mi-page prospectus and 


opening of the 
Bond issue in this country 
tranemit a 
required a three-page letter. Messen 
ger delivery was stressed in the very 
first paragraph of the copy and 
Western Union reply blank because 
of the deadline set for the initial 
subscriptions. It is important to note 
that use of Western Union telegram 





Ak Hore 





Museum of Natural Hisory 


? Fast 464 Seren 
New Vork 17, New York 
MUrrey Heal 2 8 





Timing is an elusive factor in direct mail resulta, Some mailers 
say, “Don't mail at Christmas time” 
wnaffected. One thing is mre, however, the perennial Christmas 
gilt idea at this time of the yoar is @ natural 


how many mailers ming this Op portunuy 

The enclosed mailing prepared jor our client, The American 
thows how the gift 
effectively used jor the promotion of membe pe oll as 


suberriptions or other terwoes 


Others claim rewlts are 


yet Ul ts bur priung 


peal can be 


Mdoln 


secutive Vice President 


BL. MAZEL, IN« 








— 


5. L. Mazel Advertising does a good job of self promotion 


by merchandising 


thelr successful copy assignments. Exhibits of mailings created by the agency are 


sent to prospects with personalized, explanatory cards like the one shown here 


Cards ore deckhle edge, tent fold, printed 


the cheroacteristicos of the exhibit mailing 


approeth and results 


’ fashi hh ter handising aery 


since Tobe 


thon te 
wer published bey Tobe 
naines in 


im one of the biggest 


fashion, the entire mailing was built 
around her riaative and her personal 
ity In 


leave for Paris and the special cable 


vidition, she was about to 


on Paris fashion developments 
sent to clents during the 
month. The mailing pieces 
reflect both Dobe 


sense of urgency and im 


erates 
would be 
following 
therefore had to 
arecl the 
portance of this particular situation 
The cop was written with a sens 
ancl the 


piece was putin aU’ «x | 


entire mailing 
2” envelop 
then delivered bey messenger 


reque sted by Western 
With an ip 


with ‘ 


Lnion telegram collect 


in twe colors. Inside message briefs 


showing its objective, offer, copy 


and First Class mail or messenger de 
livery are often good, but they're just 
as often useless. Here again, results 
depend upon the entire package. If 
the copy itself is written around the 
established by the 
First 


reflecting this 


serie of urgency 


messcnger special delivery 
Class or other device 
then the 


will probably far outweigh the cost 


sense of urgency results 


(nherwise, it is wasted 


The Editorial Approach 


Further expansion of this type of 
thinking that shapes the entire pack 


re and establishes a community of 


“ap 
thought between the mailer and the 
prospect is in the editorial approac h 


(Dive example | call the pee udo 


editorial approach since it was 


written directly to the 
started when J bn 
writing a new 


Shelter For 


prospe ct) 
Lasser was con 


: 
sidering DUSINESss 


called Tax 
Before 
wanted to see whether there was any 
market for it The mailing piece 
actually asked the for his 


advice on this matter and drew upon 


Guide Your 


Business going ahead he 


prospec t 


his own experience and responsibility 
on tax and business matters to get 
the benefit of his advice. In return 
for a yes or no answer, a free Re 
port was sent along. In addition 
those who thought the book would 
be of value would be privileged to 
receive a pre publication copy at a 
special price if it was published. This 
approach did about 3 times as well 
as the standard approach that simply 
announced publication of this new 
book. 

A further step forward is the actu 
al editorial memo which is utilized 
as a mailing piece Instead of writ 
ing a promotion letter on Tax Shel 
tered Investments, we reproduc ed a 
memo (written for this purpose, of 
course} from J K Lasser and Wil 
liam J. Casey, the authors, explain 
ing the importance of this book; why 
they had written it and asking that 


The only 


selling was in the hand-written notes 


it be made widely available 


on page one and at the end of page 
two offering to make the new book 
available for free examination with 
out obligation. By using this memo 
full advantage is taken of the promin 
ence of the authors and of the tend 
ency of people to read other people s 
mail. In fact 

Office Memo.” 
pulled the ordinary selling letter by 


it was headed “Inter 


This approach out 


as much as five to one in selling this 


$12.50 book 


Offer A Tangible Benefit 


what this editorial ap 


Actually 


proach does is dramatize or give i 


produ t. tangible 


personality to the 
or intangible, that is being sold. No 
matter what the approach the im 
portant thing is that the copy present 
in concrete terms the benefit to the 
prospect 

Another mailing was designed to 
sell a tax service, J. K. Lasser Re 
ports However, instead of selling 
just another tax letter and reports, it 
made available membership in an 
Executive Tax Group which carried 
with it certain privileges including 
j 


a special portfolio and the 
rdded 


regular 


reports plus ir inducement 
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of a number of weeks free service 
before the Executive Tax Group got 
officially under way. This idea was 
tested with and without the special 
membership card filled in with the 
prospect's name. Apparently the card 
dramatized the idea because the mail 
ing with the card outpulled the one 
without by 3 to 1 on a $15 offer 

This whole conception of clubs, 
membership cards, etc. has been used 
by some firms in selling to consum 
ers, but the possibilities are still 
largely unexplored. For example, a 
homemaker’s club organized by a 
producer of baking products home 
furnishings, etc. would build up a 
loyal following of repeat customers 
with intense loyalty to the brand 
name generated by a monthly lub 
bulletin with helpful recipes, decora 
ting ideas, et 

| might say that iutomaticalls 
throwing in membership cards « 
ting up plans or club groups 
not work on anything 
thir ty Here ivgain it is ae 
suited to the particular 

yspect and lending itself to the 

on of an integrated or « rdinated 
nailing piece that eflective relles 

relationship 


Copy Does Not Exist 
By Itself 


It may look as if we have 
straying pretty far afield 
we talked more about formats 
bership cards, stamps nethods of 
delivery than about cop But that 
8 not true because copy doesn t 
exist by itself, and when you have 
created that package that completely 
reflects your product in a fully in 
le grated approach then you will have 
1 coordinated mailin; ptlece In any 
event, it is a stimulating approach 
which may lead to that other way” 
whose results may surprise you wm 
the end 

Copy involves overall merchandis 
ing planning, rather than just auto 
matically putting together words on a 
standardized basis. The importance of 
the direct mail approach in the over 
all company picture cannot be over 
emphasized And to get good copy 
the direct mail man must play an 
important part in the top executive 
level in formulating the entire pro 
gram That day has not yet come, 
perhaps, except in some companies 
But wherever that policy exists, you 
will find better copy because 
it is based on sound mail merchan 


dising thinking. @ 
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story of 
Beauty and 
the Beast 


10 win the public’s favor, with o “Beoutitul” 
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Results of a survey to determine the value of this “Offheat’ 






campaign offer a realistic answer to the question 





















WHO READS POSTCARDS? 


By Lovis Brendel, 
Verchandisng Director 


James Thomas Chirurg Ce VY. ¥. ¢ 






























Reporter's Note: Postcards seem to be riding high on o new wove of popularity. With in- The next ste p was to decide that 
nevations in colors, more careful consideration te copy end calculoted merchandising ideas the mailing pieces would be unusual 
many advertisers ore finding new woys to make the simple format produce excellent oversize post ards written in an Ok 
results. Any skeptic whe still says: “Postcords?, Ah, whe read ‘em?,” should sit up and take lahoma “countr y-boy colloquial 
notice of this readerhip survey reported by merchandising expert Levis H. Brendel style This was logical and natural 
for Malcoln and sevVve| il of his v7 d 
F A MAIL CAMPAIGN is not sup Perhaps Mr. Black would not have : 
dlers were born and raised in the 
posed to bring in any direct of heen exposing himself to such a po ‘ 
Sooner State 
ders, how do you know whether it's tential clobbering if his campaign 
P . Since the primary biective was 
successful or not Probably most had been more coventional But 
not to sell merchandise but to tic 
such advertisers just wonder and this deviation from the commonplace " 
up the Malcolm W. Black ¢ ompany 
never really knew was a calculated risk taken to gain f 
and its manufacturers’ products and 







attention and readership. He knew 
to popularize its salesmer product 





But this is not true of Maleolm 
W. Black, manufacturers’ represen 


tative For, after a vyvear's campaign 





that engineers purchasing agents 





photographs were eliminated and 
product features treated lightly. Suf.- 





and other executives received much 





more direct mail than they could Rolent eands for the Gret cz months 





of a posteard every two weeks, this 





possibly read. So that any addition 





were prep ured ilternating between 





inquisitive Scotsman surveyed his 
He would stand little chance of being 






ywroducts and ywohles of salesmen 
either welcome or read. His first step a | 
i¢ 






| 
mailing list of over 3000 names 








stuck his neck way out by asking consensus of pre-mailing opin 


Inte was to set up dual objectives 








ion was that the cards would have 





unusually aerar hing questions on 


prepaid reply cards. He got the an high readership; be enthusiastically 
(1) Te meke sure his prospects remembered 












sewers and hee can now decide ree ceived by many due to the light 
whether or not to continue, based the five manufacturers’ lines his orgonize- humor, but would not please every 
on cold facts rather than hunches tien sold. (2) Te help acquaint these prow one because they veered too far from 
or hope . pects with his eight sales-engineer associates conventional a. 24 
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D’you recall this ad? 









it announced the new U.S.E. Columbian” First 





Class Mailer a form accepted by the Post 





Office to insure prompt handling of large flat 






mailings sent First Class 









POSTAL BULLETIN 


INSTRUCTIONS FOR POSTAL EMPLOYEES 














athingten 25, D. C., Tuesday, May 28, 1956-—Three Pag 








All Post Offices 


Delay to Large Flat Addre 
First-Class Mail 


Large flat first-class mail is some- 
times delayed because it becomes 
mixed with third-class matter and is 
not immediately detected. Some 
mailers are using an envelope having 
a green diamond design around the 
border, together with the inscription 
First Class Mail in bold type in the 
upper right corner of the address side 
directly below the space for postage 
stamps, which assists in quickly iden- 
tifying the mail for handling pur- Bureau 
The use of these envelopes ———--- 
as been approved. 
Employees should be on the alert! / 
to detect first-class mail and see that Rate fi 




















The Post Office is ready 


to make sure that these First Class Mailers go 








through on time 





















The Envelopes are ready 


U.S.E. Columbian First Class Mailer 9” x 12”, 
9" x 12%” and 10” x 13” in stock and other 
sizes to order; also U.S.E. Dubl-Grip” Self-Seal” 


in several sizes to order 












it receives prompt handling and dis- 

patch. Watch for large first-class 

flat pieces mixed with third- and } 
fourth-class mail. If a mailer regu- 

larly mixes first class with other mail, 

suggest that he keep the first-class 

mail separate to avoid mishandling 

and expedite its delivery. 


(Bureau of Post Office Operation) 





















Everything’s ready for you 


to make full use of this new safeguard for your 








flat and bulky First Class Mail matter. Ask your 


U.S.E. envelope supplier for samples or write to Ad 





vertising Dept., United States Envelope Company 





UNITED STATES ENVELOPE 


c oO M P A N Y 
Spring field 2, Mass. @ Fifteen Divisions from Coast lo Coast 





General Offices: 





MIND IF WE DO A LITTLE SKULL SNOOPING? 


Bart © (Wishome «+ ceed We ping 6 Sater maton we ome (4 wae 
ort before oe wowld pay oor 16 comte 


14 te mighty meh aged (pow hatp me he ott ple ng oe Some ‘ comments were 
For ight wgh « peer cow, Maeete W Bleck Company has teen ending 
et are (1 mdhy btthe gratces te ethng (othe chumt ot hetglel geddiers musing 
ond the fee pruterts oo ot . 5 
Enjovable 0 ead ivertising tor 


(me omy tenty 
The whimsical “old country nae ey res these 


+ toy end ng 

boy style of copy weed 

throughout Malcom w 

Block's postcard series was 

slice featured in the survey 

" ler This homespun re 

avest produced 642 honest 

nswers which Block 

MALCOLM W. BLACK &@ ¢ will use os @ yardstick in 


future postcard planning 


better to 
of equip 
se al vivertising executive we 90 requested to have the mail ment rather than the nan ‘ the equip 
friends of Me Black admitted they inge to them stopped This is less on { vou want to save on mail 

ouldn't tell in advance just hou than 3°> and is considered low for 

many men would like the cards and this type of cal ulatedly controver 
he many wouldnt At this point sial campaign Of these some por 
decided to run the campaign 0 people who dont want direct 

ear 26 mailings md then 


the entire mailing liet for 
the trouble to 


comments were 


ed over backward 
leadit wg quest 


were bluntly eriti 
helpful enougn to 
GEER future 
errors j their 
rdidres 
had 
ther eos. while 


mad ed dur thee 


@ Card Recollection: A large num 
ad irds had be weer 
' iture rept mduced 


cls hich hae > 
rd “ ul ‘ al ined iting the 


the precedis ber-ability The cards 


ced ’ mri ature I ’ 
veuee , anliearmen were recollected 


with thi quest If you remem than the product cards 
her rece any ol these care 
please check which ones In ThOL 
tices, thee ind carried the recipient 
name and address plus a Pleas 
correct Ub necessary 

An idea of the homespun “folksi- Here's More Proof of Postcard Prestige 
ness of the entire campaign may by 
gotten from the copy on the other 
half of the surve mailer shown 
above 

Here are the results of the 3000 Leading Publisher's Sales Force Votes 
rane survey on which Maleolm 
Black may, with assurance, base his 


Postcards Their Best Sales Aid 


future promotional strategy 


— 313 took the trouble to send iv 
their cards asking that they contin 
ue to receive the mailings It is felt 


that a far smaller percentage of men 


r A RECENT national sales meet high school textbooks the basis 
A in ifthe J. B Lippincott Com for a continuing promotion to 


whe wanted the cards would rep! al | 
schools 


than thicwme whe duint Hex jue even 


pany, one of the nation's leading book and school systems throughout the 
if they didn't reply at all-—they Il 


publishers the company s sales force country Ken Lettie h representative 
still remain on the liat But in order voted a« ecries of color posteards the of H Se ¢ rockes Sa Irv e poste ord 
to get off, necessitated mailing hest sales aid ever produced hy the printers who helped ce velop the pro 
the reply : ard The could continu Lippincott {dvertising Department grain with Lippincott . Advert sil 
to reewrve the ecards without doing Dept reports that the campaign 
anything whereas te stop geitin The cards designed to promote 


therm required xction sales of Lippin tt's elementary and 
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started with a single merchandising 
card and has grown since then 
to a complete series covering nine 


different subjects 

“The unique thing about this par 
ticular promotion”, says Lettich, “is 
that Lippincott developed these cards 
into a basic element of their continu 
ing promotional effort This is in 
contrast to those who think post 
good for a one shot 


cards are only g 


cle il 
Geographically the markets for 
Lippincott textbooks are widespread 
and the number of potential cus 
tomers very large All new texts are 
introduced by the salesmatr 1M rsonal 


ly rather than through direct mail 


solmitation The specih problem 
that confronted the sales force. there 
fore was to make a iff ent 
nume f calist ise a i 

bb use ot the te ! each 
salesman s territor per i letter 
ind similar eflorts wer t 
cost] te { tire | eftiort ¢ 
ended. So H. L. MacPher Lip 
tt vdverti , r, put 
| , ti il ha ' i 
Crocks t wha I I 

hot lve “ i he t ! 


the first of what is now tl popular 
ere f ‘ der-ty] full-color 
postcar Is 

I he first card wa pecificall 
tailored 1 meet the ile i need 
for mechanized sellin ! i cor 
sistent basis kach one in the pres 
ent series features a different text 
book with a brief, direct reminder 
of its advantages to the school of 
school system Space is reserved on 


the back for a personal note trom 
the salesman 

The cards are mailed t the cus 
tomers and prospects in two ways 
1.) A master mailing is made by 
Lippincott’s Advertising Department 
and 2.) This mailing is followed by 
personal mailings by the salesmen in 
their respective sales areas (after the 
prospect has been personally contact 
ed) The space for the salesman s 
personally written message makes the 
card an ideal “Thank you for your 
tire ly pe of note 

Based on the sales force approval 
vote, and the overall success of the 
postcard promotion, Lippincott is 
now laying plans for a full-color met 
chandising brochure utilizing the 


full-color postcard plates. @ 
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PERFORMANCE IN THE MAKING ®* Cieoning 


each machine with chemical solutions to dissolve grease, 


grime and grit 


and remove paint . is 


Standard Operating Procedure at AMECO 


So 


when you need 


Addressograph, 


Elliott or Speedaumat addressing machines; 


Graphotypes, plates, frames, cabinets or trays for any 


addressing system 


first investigate the substantial 


savings possible in REBUILT equipment 


Call the 36 year old house of REBUILT equipment 


who gives new machine guarantee with every sale 


Addressing Machine & Equipment Company, Inc 


326 Broadway 


4 
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wi, 


shell game 


our clients - 


te 
k 
y 
’ 
j 
MAILIN ) 
wv * 
elope) » 
{ 
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j 
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j 
wh end 


\SALES LETTERS 


153 W. 23rd & 


ALWAYS ‘wins 





New York tt 


Telephone WAthins 9. 26860! 


HAnover 


New York 7, N. Y 
2.6700 








EC ER 


PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate 
rial more accurately by selecting 
Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques 

Why not call for one of our rep- 


resentatives 





INQUIRE ABOUT OUR lémm SOUND COLOR 
FILM ON PHOTOENGRAVING 








Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


— P. S. A copy of “The 
Art and Technique of 
Photo Engraving’ will 
aid you with your pro 
duction problems. Send 
‘ $2.00 


- 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, Mew York 1, 4%. 7 
MUrrey Hill 9-8565 
Branch OF . Mewerk, H.1,, Allentown, Pa. 














HERE'S LESLIE'S AD—A PRODUCT 
THAT DEMANDS A CLASS MARKET 
~THE LP RECORD COLLECTOR 














THEY'RE ALL | : 
ele .8)®) . | 553 9 saree 
BUT PLAYBOY —_——- Hassan 9.09 
IS THE 

BEST! 


LESLIE CREATIONS + Ger 9516 + Dept 206L + Phila 18 Pe 





We use only class magazines. We have to. Our product doesn't sell to everybody—oa prospective customer 
has to be on LP record collector first. We figured that PLaYsOY would appeal to top spending young men 


a good mail order market. We were right 
PLAYBOY returns more per dollar invested than any other consumer publication we use. 


Right here are the magazines that do the best job for us. And here's a comparison that shows the dollar 
return we got for each ad dollar we spent during the last twelve months. 

PLAYBOY ESQUIRE COSMOPOLITAN 

$8.90 $6.90 $6.50 

HOUSE BEAUTIFUL HOUSE & GARDEN REDBOOK 

$7.50 $6.80 $6.00 
Our past twelve months in PLaysOY have proved the effectiveness of this medium as a solid producer 


Of course, we'll continue to run at least one ad in PLAYBOY every month 


¥ ¥ 


‘ Leslie. Jr. 


John J 
Leslie Creations 








PLAYBOY ADVERTISING DEPARTMENT 


P LAYBOY wogen MAIL ORDER SEPARATES 


THE MEN FROM THE BOYS. 
THIS IS THE FRONT LINE 
OF ADVERTISING WHERE 
MAIL ORDER ADVERTISERS he ge ied pp 
ler advertiser lor agency executive) interested it RESULTS. PLAYBOY HAS 
BEEN A CONSISTENTLY 
GOOD PRODUCER FOR TOP 
QUALITY MAIL ORDER AD- 
VERTISERS. CONCLUSION: 
IF YOU ARE LOOKING FOR 
A MEDIUM WITH A SOLID 
SELLING IMPACT ON AN 
AUDIENCE OF OVER 750,000 
IMPORTANT YOUNG MEN, 
CHECK PLAYBOY. 


FOR FULL INFORMATION ON PLAYRE 


WRitl.wif.O8 PHONE T 
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in Providence, the Rhode Island Tuberculosis & Health Assn 


4 © help to address and mail more then 50,000 Christmas seal envelopes 
ow ire agi After a quick call to Manpower, Inc., 30 girls were on the job within 


24 hours typical of Manpower's Countless help in a hurry” services 
Helped Build Th 





needed 
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World's Largest : Fe rn 






‘Manpower 






> 
~. 


Network - a AT — 


requiring a huge assembly job and a hair-splitting deadline. 26 Man- 
power, Inc. employees glued 92,000 swatches to Brills’ 23,000 brochures 
in less than 12 hours. With 70 offices in 52 cities, Manpower's fast direct 










mail services ore helping many advertisers and advertising agencies 






















|" was APRII spring was the sistent sending him convincing di This was typu al of the problen 
sir and the fancy of Milwaukee rect mail reminders He remembered iving direct mail Assignments com 
men, like the fancy of most Amer that this same firm had previously pleted by Manpower, Ine a ver 
can men at this time of year, was furnished Brills with extra sales and satile eight-year-old organization con 
lightly turning to thoughts of a new stockroom personnel during the idered the largest complete business 
spring suit store s special sales. On a Wednes service in the world 

Robert Brill, merchandising mana day morning, he called the organi Since its inception in 1946, with 
ger of Brills, Inc.. a Milwa shot men s zation and presented his direct mail ollices only in Milwaukee and Chi 
furnishing shop knew he had just assembly problem The swatch job cago Manpower has mushroomed 
the right direct mail piece to trans had to be completed by the end of until today its operations stretch 
form these light thoughts into a de the week. Could they possibly han wross the country with 70 ofhees 
cided suit-buving swing dle it? in 52 cities. The branch offices main 

But he also had a problen r . ae tain complete direct mail depart 

His brochures 23.000 of them Se ee on : = ments that produce and mail cards 





Friday, tables had been set up and 



















were designed to include sore : letters and brochures in a variety of 
26 women were fast at work with 

9? OO) sample sewatches of men * quantities fast Manpower di 
paste pots and brushes rapidly 

suit material The store however ” wo a ; , | rect mail services, and their tem 
cutting into mountain o ro 

had neither the staff nor the space ~ = — , porary help in all other field have 
chures and material swatches By 

to cope with this big assemb! prob been utilized by large and small 
noon the next day, the project was 

lem and time was running short firme as well as by governmental 

It » thee of , ; completed and in the mail ( , luc 9 f 

was urgen ia ‘ rr chures ” igencies ustomecrs inciude r “ 

assembled and mailed while the The quick assembly and mailing the nation « top LOO industrial firme 

balmy weather and suit fever was of Brille’ brochures to catch th l f the 14 largest insurance com 

still in the air balmy weather undoubtedly meas panies ind thousands of smaliet 

Searching for an answet the met ured heavily in their success but fir s and offces 
chandising manager thought of the for the firm who did the job, it was Manpower, Ine rot ite start when 
H p J } p 
temporary help firm which was cor normal operating procedure Aaron Scheinfeld and Elmer Winter 
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Need Temporary tall 


in A Hurry 


, TYME ’ Colt manpower, inc. ber Letters, folders, broed- 


"* 5 ~ nd mr + (CCR ATO ‘a sides and postcards 
TVPISTS ~ STemOs + SIORE DF Ones THA Tees 4 
fo get things going qunn cnn Gens | cut} aon on | hove helped Man- 


Want speed, occurac y power, inc, become 


; vo . " the lergest complete 
and direct mail know-how? : = . business service in the 
Be wise like many others ’ eee) P , world. The nationwide 
. : Manpower network is 
supported by reguler 
: mailings of more then 
YIM verien seavice con. rvs ' ' 200,000 pieces 


436 10m OT WY om, ab eons moiled every 2 weeks. 


and call us right now! . pute Call Right Now! 


a compete ormect MAIL service two successful lax and corporation to customers potential Mian 


attorneys, needed a stenographer to power users 











type a deadline brief late in the 7 “a f » Mil L 
i” bertrie ‘ rf iti mwVwau ov 


ifternoon They priacte fr anit calls 
mbus handle the complete task of main 
to former employees and employ 

laining up-to-date lists and plates 
ment agencies, but to no avail. It ' 
preparing ind imprinting all matter 


| 


| d.l. natwick 


MAIL ORDER LISTS 


was too late to advertiae a) there with local sddenenns 


was onl me solution their regular 
them 


secretaries would have to work far 
into the night Then and there, In addition to 
Scheinfeld and Winter decided that Manpower's offi 
their law ofhwe « well as man special direct 
others, should vice bureau the specific needs 
that could he « d ) ' ' industries in each 
this '> nd cards have " utilized 


136 W. Sind St, N.Y. 19,N_Y 


gencies of 


example te priripe Manpow 


ere! Courel of Mating 


tat Breters 


They established Vanp wer lev . 
ee a _, is a strictly midwest operation, then and advertising felds. Others 


eect begar vendin it direct man le the services that Manpower 
ons MAIL AND MAIL ORDER firms which the th ught i ight need fer 


Cc ©] p y help i. » hurt Mane ad wcountants and lawyers 


Letters too ire in importar 


services ivailable to th 











Writer of Me Ovder Letters that md within the next few vears th 

bring beck orders and cath 

Contacting Letters that create end 

meintein geod wi between steles rapidly expan ling beyond the mid 

men's booklets, folders 
yee orgens, circulars that 
q obs you went them ke \ 

aly nderted by @ nation 
wide cllentele Winner of twe OMAA Manpowe ! fr nie hime progr i 
t of lnduete re rtnell 
wh eedei y Awe ae Gomes smaller communities Half of Mar 


the world’s smatios! howe orgen.” powers olhces now operate on this 


ORVILLE E. REED leense arrangement In the firm's rapid rise to business 


106 N STATE STREET fame it has gained considerable pub 
HOWELL, MICHIGAN Manpower * program offers its licity attention. Rather than let their 
licensees »perational know-how press clippings turn yellow between 


of Manpower’s direct mail pre 


two lawvers found their eervicres 

Special letters designed and 

west They opened he anch offices i groups and firms plar ning 

cities and i 1953 developed . trons explain Manpower: . many 
for convention eerTvices Many of these 

letters are Autotyped pinpointed 


with personal copy 





national advertising and national ac the pages ot a scrapbook the live 

count lists | wh frame hisee receives wire business acrTrvice puts them to 

an intensive training at the home of week os eiltine Geet moll 

fee in Milwaukee. During this tools. A recent Manpower story in 

, cmed idea. layout, training period Manpower s home Business yu eek. for example told 
mniched art tor direct mail BY olhee staff works very closely with 

MAIL trom @, OMAA Best of Industry 
Award winne: Bob Roney & on the 
job full time. o real agency with 


Write for proof and promotion 
the adver Using everything from large space 


the whole Manpower story le was 
the licensees on such matters as ad aid eaebned oe 4 ollie 
testing, job analysis interviewing mailer, ideal for answering inquiries 
national recognition 


ore with 
that # pays to wor 

; AD SCRIBE. Well-planned promotion spear advertising in national publications 
tieer # honey ae © 


Post Ottice Box 294) North Canton, O ‘ headed by consistent direct mail to small envelope stuffers in cus 
contact is one of the kev reasons tomer invoices the company contin 
why this relatively young firm has ually keeps the name “Manpower” 
roomed to the position of largest in before the “business public In the 
50 or 50,000 LETTERS its field. The nationwide Manpower middle. their heavy concentration of 
TYPEWRITTEN LETTERS 
Individually typed in quentity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 
44 WN. OUClart Ciicege 13, i 
+. Ba - THE REPORTER OF DIRECT MAIL ADVERTISING 





network is now supported by regu direct mail acts as a constant and 
lar mailings of more than 200,000 timely reminder that We operate 


pieces “Tr out every few wee ks on a quick call hasis! 








= 


bs 


. 


The livewire business 
service mokes good 
wee «of publicity “ 
receives as a young, 
beoming business 
Mere, an article from 
Business Week moge- 
mune is merchandised in 
en attractive four- 
poge folder ideal 
fer inquiry answering. 


Exactly what are the 


Manpower will perform on a ‘quick 


services 


call basis”? The answer is just 


about anything and everything. In 


addition to all types of direct mail 


services, they provide business with 


temporary help for most any pro 


ject or emergency. Personnel sent 


out by Manpower are Manpower 
employees carried on the Manpower 
Manpower 


payroll As the employer 


is responsible for all tax payments 


workmen's compensation and un 
employment COM pe nsation pay ments 
and fringe benefits. (A Chamber of 
Commerce shows that fringe 
benefits 


average of 


survey 
cost the 
$5.6€ per payroll hour) 


billed for the 


alone employer an 


Customers are simply 
work performed 
Because Manpower Ss SlCC rss 18 «(UIT 
ability 
direct 
that 


mail departments 


measure due to their 
their 


a large 
own effective 


to produce 


mail it stands to reason 


Manpower 


know how 


direct 


and facilities to 


have help 


others with direct mail production 


proble ms 


“Salespower,” Too 


The Manpower network 

fers a good solution for 

tising agencies which up to no 

shved away from the 

of producing direct ma 

which previously steered 

special mailings because the would 

regular agen staffs 
Manp« wer direct mal 

departments to do the A« Hay 

vev Gottschalk. manager f the Alau 

Van Dunlop gem TT 

Milwaukee puts if \s ul 

sper ial direct mail needs 

call Manpower to get 

out. We thereh ire 


person el dow! 


“overburden 


now ¢ ill on 


Pieterson 


own 


operation 


fun tions 
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Manpower’s strong emphasis on 


the solving of sales promotion, ad 
and problems 
formation in 1954 of a 
called Sales 


company 


vertising marketing 
led to the 
affiliate 
power, In The 
the result of a 
a number of manufacturers distribu 
ling 
basis 


major 
new was 
suggestion made by 


their products on a regional 


They saw Manpower's coast 
to-coast offices as a natural for 


national distribution and promotion 


outlets 
From central ofhees at 22 W. Madi 


son Street in Chicago, Salespower 
undertakes all the functions of a 
sales department 


locally 


with 


either nation 


ally of They provide mana 


testing and research 


gement 
programs, marketing plans, distribu 
tion and 


including top-flight direct mail. The 


promotion campaigns 


roster of manufacturers who use 
Salespower as their sales department 


includes “Chok-A-Fizz” the 


‘ hoc olate 


first su 
cessful drink 
Life Line Battery ¢ ompany of Water 


others 


carbonated 


bury, Conn., and many 


program 


By continually 
direct 


increasing 
own elfective mail 


and broadening their business ser 
wes Manpower and Salespower are 
still growing at an amazingly fast 


clip They 


international 


have recently invaded the 


scene by establishing 
Havana 


Africa 
firm 


Paris 


South 


in London 
Johannesburg 
this 
act a goal to 


Vantage point the 


open of sdditional 
international 


end of 


erscas ollices inn Ke 
" iurketing centers by the 


) 


During the course of a few years 
nie direct mail success has 

helped establish the 

network 

doubt from here 


the “) ““ vi ‘ pire will 


i ©¢@ 


mpower 


ntinues, there 





TYME * NEVER STANDS STULL 
servicing your jobs 
If extra fast service 
is what you demand, 
telephone us quickly 
* our staff'is on hand 


T YE verien senvict conr. 


436. 10m 87... 7.3m. ¥.. Ab eOtTe 


A COMPLETE DIRECT MAIL SERVICE 








PRINTED ENVELOPES 


At lLewest Cost 


Printed three or four line corner card 
24 «(ib white stock—biack ink 
plant N.Y« 


o*, regular wie regular 
000 at $3.70 per M 5,000 at $4.80 per M 
25.000 OO 275.000 40 


1) O00 280 80.000 3.00 


per 1,000 additional 
stock, ink, ets 
quotation. 14 day 
orders-terma net 


Pennysavers at 10« 
For other 
lescription for 


sizes 


ice on most 


with order 
ADAMS PRINTERS 

DM.8 

30 W. Washington % 


Dept 
Chicago 2, ill 











We process advertising and sales letters 
Multigraph-Mimeograph-Offset 
assemble and mail them 


with your enclosures 


22 W. Madison St 


Chicago 2 Hil 


FRanklin 24744 








LETTERS WITH THAT FOLKSY TOUCH 


“Chat Fellow Bott's 


Leo P. Bort, Jr, 64 E. Jeckson, Chicago 











FRIENDLY PROSPECTS 
BUY QUICKER 


e erm wilt 


e lets Have 


you ’ 
Belle Led * 
y 


A 4 ’ . e 
enue @ e by type of business 


. wv ef ele 


GYMER—2125 E. 9th St, Cleveland 15 





AND ILLUSTRATIONS @ 

FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
thet you know depend on the Clipper for Clip- 
Art. Free sample. No obligation. Address 


MULTI-AD SERVICES, IN 


Box 8046w, Peoria, Mlinots 











advertising 
essentials 
show 


november 19, 20, 21, 1956 


statier hotel 
new york city 


Pian now to exhibit 
* your products or services 


Displays « Graphic Arts 
Packaging « Visual Aids - Signs 
Photography - Premiums 

Films « Art « Paper and 

Allied Products and Services 


Over 12,700 advertising 


sales promotion 


materials buyers attended 
the 1955 show! 


Write on business letterhead 


for guest tickets or 
exhibitor's information 


advertising trades institute, inc. 


19%6 


THOMAS 6B. NOBLE, chairman 
270 park avenue, new york 17 
murray hill 6-009! 


Edition of NOBLE’S LIST 


of Major Buyers now available 


ee eee eee eee ee eee 








FOR SALE 


nique maul order husiness. 


10,000 list, selling Vermont 


maple and other produc fs 


Copyright owned, offers in 


teresting profit Unusual 


maple museum attraction 


eliminates summer doldrums 


Ruilding and machinery 


neal 


clean and up-to-date 


Will sell at cost 


John Shelby, 


“The Maple Sugar Man” 


Barre, Vermont 
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DIRECT MAIL SUCCESS 


*. 








— —— —_— 
The purpose of this department is to give you thumbnail sketches of authenticated direct mail 
successes. in order to get a release of confidential figures, we hove promised thot names and 
oddresses and identifying details will be withheld 
. * 7 


» 75% response obtained by auto accessories department using birthdates 


addresses for target mailings. Each morning files are checked 
matled Individually typed letter plus thinking for the custom 


amd suggestio 


to think for you these are answers 


» $3 is low price to poy for customer spending every week for 
wile practical blanket to mothers for $4.95. Each month she 
of 30¢€. You figure it out that's smart business 


» Better than 100% response for retailer who mailed 500 postcards. 600 wom 
store for tree premium Hise market is WO harm proving mail is read if 


he ssage 
. * + 


» Iimmediote 15% increase in number of replies when church shifted from brown 
kraft envelope seeking sponsorship of radio program. This is upgrading quality 


indeed 
. . * 


» 6% te 8% is typical response when gift and information is offered to consumer list 
Drops to 2% when just information is offer. This is conclusion of giant insurance firm 
handling 250,000 actual requests developed from millions of names. Secret is: Gift and 
info must be valuable to recipient 

. 7 7 
» Industrial company selling 200 products via salesmen found inquiries produced by mail 
increase by 359% the effectiveness of salesmen’s contacts 


. . . 
» 60% his leads closed in homes says sales outlet. Uses personalized direct mail plus 


home selling uses small 1,200 to 1,400 list. His product is ordinary TV set 

. . * 
» 10% soles volume gain credited to direct mail says women’s sportewear maker. Realist 
photo illustrations in 32 page catalog sent Spring and Fall to 18,000 retailers proves 
fancy artwork not always needed 

. > * 


» Retailer gets 75% habitual response by avoiding trick mailings and fancy enticements 
Selle his fertilizer with factual photos showing before and after field use—nothing sells 
better than proof of the products worth to the user; ic., bigger crops and bigger yields 


ato le HAVE YOU 


nae ore ee woe one Morly. hind “dawned Conccwhnn 


SEEN THIS 


PROMOTION? 


Hope you have Hope you ve read 
it and have signed the registration 
form that arrived with it. Yes 
it's the Newsletter which will keep 
you posted on upcoming 39th An 
nual Convention of the Direct Mail 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Advertising Association, October 1, 


2, and 3 at the Hotel Statler, New = of the extra pulling power 

or ity 4 

Newsletter is being mailed to 20 ® of TENSION 

eee eee ee Creative Design ENVELOPES 


advertising agencies every two 
Will bring out 1500 delegates to 
make this Convention 


cent ae { ama New “Over 150% profit with 


York will hosting Hardware 


Show the same week ‘some 35.000 this Tension Creative- 
strong) and World Series will be on ; 

D ” 
So. if vou have slightest inkling that 


youll be ittending get your hotel 
reservations in quickly ind notify says Dean H. Doyle, Pres. 
DMAA (3 East 57th, NY that you 
want to register 

Big things have been ¢ mpleted 
program-wise Marion Harper. Jr 
Chairman of the Board, MeCann 
Erickson is General Convention 
Chairman. Indicative, it seems to us 
of the growing interest among agen 
cies in the medium. And Paul 7 
Babson, President, United Business 
Service Company Boston, Massa 
chusetts, will take the Wednesday 
luncheon spotlight and deliver his 





third major address be fore the na 
tional direct mail conference His 
last appearance was in 1952 at the 
Washington, D. C. meeting 





Here's proof that Tension Creative Design 
pays off in more returns, more sales, 
more profit: 

Mr. Doyle writes——“We followed your sugges- 
tion of ordering Creative Design Tension Cata- 
log Envelopes in which to mail my Sno-White 
Napkin offer. Since I include samples of these 
napkins, I didn’t think the outside envelope 


“VOTE FOR DIRECT MAIL’ 
39th DMAA Convention 
Hotel Statler, N. Y 
Oct. 1, 2, 3 


Already scheduled are entire-after 
noon-panels on industrial direct mail aie : 
National Wildlife Federation would make any difference. I'm glad to say I 

fund raising, agency function in di iNlustrated Round-Trip was wrong! 


rect mail picture, and mail order ane 
We tested your envelopes against our white 


envelope printed in black ink. The creative de- 

turned over to traditional Circles of : sign envelope produced over 150% more profit 
, -. 

Information and the Market Place seni per thousand than our usual envelope.” 


The Wednesday morning spot will be 


an annual program feature for . ; 

idea exchange iy Creative Design can get more mail opened 
Dick Messner, Marbridge Printing for you, too! 

Tension Creative Design “commands 


attention 
for your mail. It makes it stand out, gets your 


Company (Dick's brother is Johnny 
Messner of band land farne heads 


up entertainment this year Natural 


envelopes opened Creative Design works won- 
ders with return envelopes, too. It gives your 


: 
Plans will be announced soon, but Cobia prospects the extra “nudge.” It brings back 


from what's in the wind, you can Formvelepe more orders. Let us prove Creative Design in- 
depend on something out of this creases returns and profits. Mail coupon now! 


world 


Something new will be added this FREE! ie: us make an analysis of your present envelopes — Mail Coupon Now! 


year And that’s an informal get 
TENSION ENVELOPE CORP. 


acquainted, ‘election eve’ party Sun 
Campbell of !?th Street Kansas City 6, Missour! 


day evening. Appropriately timed to 
get things going as delegates register Gontiomer 
Here's o copy of my | vai! enve! ' 
in Go don't delay ant longer sending i) Py my mailing velope, ) return 

, mt ’ ’ envelope ( both envelopes. Please send me your 
in that reservation ell be on the analysis of my envelopes’ effectiveness 
look-out for all of you in our usual 

: Name 

suite This whole conventior will bye 


the greatest show you've attended in 
1 long. long time. @ 





Fort Worth 12, Texes 
AUGUST, 1956 
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AHREND 


ASSOCIATES, INC. 


s 


will help you turn your mailing 
lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
TESTED IDEAS and TH HNIQUES 
gathered from 20 years’ experience to 
bring you added profits year after year 
ep by step, this informative Book an 
sewers your questions and shows you how 
to find overlooked profits from your mail 
ing lists. Send today tor your FREE 
COFY of Hiew to Double Your Net 
Profits from Your Mailing Lists Just 
attach ad to letterhead ot business card 
No obligation 


Min, , Dept. &-36 
cs osely MAIL ORDER 
ListT«’Stavice, tne. 
Mail Order Lint Headquarters 
36 Newbury Street Boston 6, Mon 
“Mesely vonds the Chocks” 


meanpenenenenantpandeebeaenenasadl 
Peseeeeeeeeaeeeeea _” . 
The Perfect A. 


: 

’ ; 

: Low - cosT H 
' 

. ' 


--oorrr-- - e e e eererrr er er er —7 +» 
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a 
Addressing System 


“Reed-able Copy” 


A Moathly Clinics Conducted by Quuille7 Rud 


—— 80 OFTEN someone makes 
4» a list of words with sales ap 
peut. According to the compilers of 
such lists the words they recommend 
if used by a copywriter, will assure 
high readability, interest, and make 
the reader sign on the dotted line 
send in his inquiry, or ask that a 
salesman call 

In our more callow days we read 
such a list words for letter 
In those days we swallowed 


magi 
writers 
whole everything printed by the “ex 
perts” on how to appeal to the buy 
ing instincts with the written word 
This list included the words now, 
NOW, AMAZING, and FREE 

The latest to come to our atten 
tion is a list of 100 words suggested 
by a publisher——-words with sales ap 
peal. The first five on the list are 
ABSOLUTELY AMUSING, APPROVED, Al 
TRACTIVE, and AUTHENTIC. Here's a 
sentence made up of those words with 
so-called “high selling power ™ 

We absolutely offer you one of the 
most amusing gadgets, approved as being 
the moet attractive and authentic thin 


kind on the market.” 


There's a sentence crammed with 
five of the so-called “selling” words 
We contrived the above sentence t 
make a point 

As far as we can see, the only pos 
sible use the copywriter can make of 
a list of so-called 
to give him what he can get from 
dictionary or Roget's 
substitute for the 


worn-out words that might be creep 


selling words is 
any good 


Thesaurus a 


ing into his copy 
As someone has said its about 
time copywriters got a substitute 


word for Sore word 
that will make the 
ordering a product and 


that he can get his money back, with 


guarantee 
reader feel safk 
onvinee him 
out question in case the product 
doesn t live up to the claims mack 
for it 

Ontherwise i list of 
words taken out of context is about 


printing selling 


us useful to a copywriter as a pocket 


in the back of his shirt 


We got quite a kick out of some 
of the words in this list. The 99th 
word in the 100-word list is WEIRD 
I've tried writing every kind of a 
sentence | could think of in which I 
could use this word and still make 
it do a selling job. It's got me 
stopped 

The same plac ec where | saw the 
list of so-called “magic” words, there 
appeared a list of 40 phrases (“All 
of these openers taken from su 
cessful ads!”). The list starts out 
with “Amazing offer at 1/10 value! 
which threw me for a loss. What 
that sentence actually says is: “What 
I'm selling is only worth 1/10 of 
what I'm asking for it.” But the one 
that gave me the real chuckle was 
No. 26 in the list F 
I got an equally hearty chuckle out 


‘Money for men! 


of “Discover uranium.” 
Sorry | can't finish this piece I'm 
going out now and discover some 


uranium 


Everybody Isn't a Sourpuss 


Does the 
write take for 


, 
reader is a SOUTPUSS 


direct mail copy you 
granted that every 
Does it pound 
away at sales points as though it 
were pounding nails in a coffin? Does 
it ever smile? Does it ever split an 
infinitive? Or is it just dull, dead 
dry de scription and blown up bragg 
ing about your product or proposi 
tion ¢ 

You might keep in mind the next 
time you prepare a piece of copy 
that people like to smile They get a 
kick out of whimsy, or 
on a banana peel 
or losing her slip ut the President's 
Ball. People will be more apt to read 
your letter if you get some puck into 


a be ily laugh 


al someone slipping 


it instead of studied punch that so 
often knocks selling points dead Try 
sending your prospects or customers 
i friendly engaging easy-going 
lightly handled letter. Give ther i 
smile now and then. Make friends of 
them 

Sometimes a copywriter will get 


nvolved in the sales points { hues 
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it you 


sell any product or service 
by mail 


Sell any product or service 
house-to-house 


We can show you how you can use our direct 
mail promotions (which are producing 20% TO 
30% NET PROFIT BEFORE TAXES) for some of 


the most important companies in the country 


Our clients include mail order houses, magazine 
and book publishers, catalog houses, direct 
selling organizations, trade schools and other 


companies in a wide variety of fields 


We supply the complete mailing ‘package.’ 

This package includes unusually effective mailing 
pieces featuring the finest nationally accepted 
merchandise at prices that offer incomparable 
values. all you do is mail as directed. There 

is an absolute minimum of effort required on 


your part 


We would be happy to show you how you can get 
this additional, highly profitable ‘‘mileage’’ out 
of your lists. Write today for FREE SAMPLES 


and complete information 


THE 
SLOAN-ASHLAND 
DIVISION 


Se//ers of merchandise through 


direct mai/ promotion 


Suite GO3/MERCHANDISE MART 


CHICAGO 54, ILLINOIS 


p. S. LIST BROKERS: Some of your clients would undoubtedly be interested in this 








_ x 


ONLY LIST OFIT’S KIND... 7 


3,000,000 SCHOOL 


AGES 7 TO 16...BOYS AND GIRLS 
NATIONAL COVERAGE 


Market Planners 


FSSSSSSFFIFIIIFIFFFAFFRRRRRVRARAAAT 


COOCOOCELCECE LE GELCLEELLEELE 


<< 


ANY SELECTION ...BY SEX, CITY OR STATE 

CAN SUPPLY NAME OF PARENT OR CHILD 
DATE OF BIRTH OF CHILD 

FOR COMPLETE INFORMATION ON THIS 


DUNHILL EXCLUSIVE 
WRITE, WIRE OR PHONE 


DUNHILL 
INTERNATIONAL LIST COMPANY, INC. 
+ Mailing List Compilers 


565 Fifth Avenue, New York 17, New York PL 3-0833 
55 East Washington Street, Chicago 2, Ill. DE 2-0580 


Send for a copy of Dunhill’s 1956 Mailing List Catalog 


y 
4) 
4) 


CHILDREN 


SESSSSEEESESSSSSSSESSSEESESEEESOOSOEEEOOOOOEOEOEEOOOLE 


( 
, 


(é 
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An Invitation To: 


Direct Mail 
Creators 
and 
Producers 


1F YOU ARE A PROFESSIONAL 
IN THE FIELD, YOU ARE CORDIAL 
LY INVITED TO ATTEND THE 35th 
ANNUAL CONVENTION OF THE 


Mail Advertising 
Service 
Association 
international 
at Chicago’s Drake Hotel 
August 24-28 


it's not too late to obtain 


complete information from 


MASA International 
18120 Jemes Couzens Highweoy 
Detroit 35, Michigan 








Fragrance Process 
Compound! 


that’s how prospects 


Like ants to honey 
react when their attention to your printed 
sales message hos been demanded and 
held with action-compelling Fragrance 
Process Compound. Use it letterpress — off set 
— grovure 

FPC adds a new, lasting dimension of 
erome that creotes buy-impresions for be- 
yond mere words ond pictures ond thot 
sends soles soaring! 

Unlike ordinary senting, FPC lasts and 
losts. Any odor duplicated. Add its impoct 
to your selling — you'll see results jump! 

For complete information, write todey 
FRAGRANCE 

PROCESS COMPANY 
73 Sullivan Street, New York, N. Y. 
Telephone. MOnument 3-1582 


product of 

everything els , v qual 

prefer to buy from friendly peopl 
When vou finish that piece yf 

copy, check it over tor flow Does 

one idea lead naturally int nother / 

Delete thos 

polysyllabiv words, do the polishing 


dangling participles 


necessary to make everything uy 
say as clear as crystal. Then ash 
yourself one final puestiorn | is 


friendly 7” 


Yes, (some) Bankers 
Are Human 


H. A. Leggett, vice president of 
Valley National Bank Phoenix 
Arizona, has sent us several issues 
of the bank's house orgat which he 
writes. Wonderful stuff. The relaxed 
approach W ritte; i i light vein 
Interesting It's so good we want to 
condense a little from one issue to 
show you that bankers | 
that dignity and the 
longer pay off Vakes 
think bankers are hun 
ondensation of the 


trike 
tole 


THINK 


fronts Ww 
THINK 
ler PHINk 


fact Ac] Vow 


WORKY LATER TRAP BREORD 
Vol Link 1} 


THE REPORTER 





Be Wary of “New” 


C dive ' 
order con 


ill it 


VE! But 


untries 
Deine vcle 
“ products 


Wher you us 
in quick 


NEW 


i ler 

ities 

adapt abvilit 
The “« NI W 


“Very” Good Advice 


Word ire thre 
And rkman she 


tools well sharpened (by 


ile yr foots 
ula keep his 


re pl we 


Vl my 


pywe 
evel we 
them wher thes 

used 
that 
then 


many words 

dulled 

workmer ive set 
Se, 

Very mother du 
The rd Finder 

Carder vy Books. de 

substitute 


cone “4 


pul | 


eectio4; 
kver 
have 


sectio 


vears old 
mea exception 
inadequate wher 
lessly inace 


qu ile 


stitute 
pe irs 


doing 


You Write lt—We'll Print It 


Want t pla i \ 


at ow . 


hel) 
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Bur 


started 


will read’ GCelett 


stull 


yess 


it. Bill Feather tried it and succeeded 


people 
of Purple Cow fame 


" turns out a 
th I he 
rt copy 


prece of clear-as 
game i to write 
words of 


effo 


using only 


Bill Fbeather’s 


ul this way 


alvle 


what 
We 
n fron 


Not 

Reporter will bac 
ol the H 
finder, lof 
thinks be 


petec 
‘ Howell 


hprror 


sel 


lieve 
plus 
CJrowle 


able-word 


hed 40 easy to- 


PRINT 


: ) 


BOTH SID 


AT ONCE - 


FINGER-TIP 4 


Sn ieneneeel 








Soave time and cut costs on 24ided forms by 

lithographing both sides in one operation. it's easy with 

Model 242, easy to change from regular one-sided offset, easy to get 
12,000 impressions per hour at normal operating speed—and easy on 
your operator, too! Finger-tip controls and automatic operation simplify 
job 
a jiffy because the quick change segment always 
And the ovtomotic 


any reproductior From oa sifting position, your operator changes 


masters of pilotes in 


tops at o predetermined, eosy-to-reach position 


blanket cleaner keeps her hands clean 

Best Model 242 is best in the long 
Send for Attachments Catalog, see how you also can do Davengraving 
Uses all 
x14", 


machine tor short runs run too! 


mprinting, numbering, perforating 
and sheets from 3 « 5” to 10 
too! 


letterpress, dry offset 


types, styles, sizes of plates 
ght cardboard. Envelopes 


trouble-free opera- 


manifold to 
Heavy duty constructor 


tion, low maintenance. Compore it! se*« Seeeeaeeaace 


Pro Type mokes DAVIDSON 


headline setting easy " 


2 wded 
DAVIDSON CORPORATION 
A Subsdeasy of Mergenthele: \imetype Compeny 


o° freRsOn STeEF! SPOOR TH 6 new TOoee 


. om one ote 


o wnge a 


279 Ryerson Street 


will be all to 
hard to 


ure leas 


It will help your 
whe 


drift 


minds, So it 


move I howe 


' 
will get your 


ther 


do “ ith 
the best 


you who 


sou can 
ll print 
1 guves like 
ll “things 


The 


“ ith a 


; 
(ood ulea 


hut 


enry 


“up 

Hoke 
he short-word 
ot. Send 
e to him at 


Wich 


/ ihrar y 
ilem 
your one 


10 \ 


CONTROLS ¢ AUTOMATIC OPERATI 


—— 


vee be 


AVIDSON 
DUAL-LITH 


does more for you | 


CORPORATION 
Brooklyn 5, New York 
| do wmulteneous 
thegrephy? 


Send Attachments Cotoelog 


demonstration 


lone 


Sete 








IDEA For Sales Letters 


tested to deliver 96 
readership im every 


mail aq 






ha the dignity of 
Tiffany ‘ the 
i Le ee ee 


come 





me ollec?. te 
what 


and who you 


phone 


me all about 





when 





LL and 
traight 





you tl ge? a 





Liggett 4-7203 












7~ \ NEED IDEAS / 


SEND FOR AN “AMPRO AD-FOLIO” 
Creative copy tor letters that will sell for you. And 
we'll produce the work te your order Mal! 
1 te you postpaid! Also, custom Mimeographing 
Piash Cards, Cartooning, 186M Composition We 
don! waste time, speedia service it our quaerantee 
“SAVE BY MAIL” 
ADVERTISING & MAIL 


PROMOTIONS, INC 


See (197. 6300 Chester Ave. Cleveland, Obie 








ey 
when your job is too small 
for @ personal call 
IT'S TYME * FOR A CHANGE 
if your present supplier 
is too big for his britches, 
give us a call 
and heor what our pitch is 


7 
YMC verien stavict Conp. 


43 tom 67... YOM. Al eOTre 


A COMPLETE DIRECT MAM SERVICE 














WRITE FOR FREE PORTFOLIO 


letterheads and 
h | have written and de 


of samples of booklets, folder 
similar piece wi 


signed, by ma for twmé in all parts of the 
‘ try from Maine to Califorma 
RAYMOND LUFKIN 
Adve a Pls ‘ , Desis 


124 West Clinton Avenue, Tenafly, New jersey 





My Mail Order Day 


By Jared Abbeon 





The Big Search For The “Right” Product 


One question turns up again and 
again in my morning mail from folks 
enter or continue in the 
mail order he ld 

Where can Il tind a product to sell 
via the 


who wish to 


mails 

Vhe inswer to this one is easy 
ii / kneu a sure hire product / 
would sell it myself 


However. there are certain sources 
of products that tend to lend them 
selves to profitable hunting and there 
are also certain sources that tend to 
be a snare, a delusion and a trap for 
the unwary 


As a 


ment ondary 


rule, avoid 


yrofits in 
I 


good general 
sources Net 
mail order are too small to leave 
much room for splitting with a horde 
of middlemen and distrib 
You must go directly to the 


manufacturer 


jobbers 
ulors 
source either to the 
or (depending on the item) you must 


manufacture it yourself 


Don't Look for Problems 


If possible, even avoid dealing with 
the manufacturer through his agents 
ind salesmen. Firstly the manufac 
turer himeelf can and will make deals 
that as a matter of profit and prin 
cannot and will not allow 
make. Look at it this 

ente rprise I average 
between 8; and 12°) net profit at 
the end of the vear If | must pay 


ciple he 
his salesman to 


way In my 


price for an item, say the 


20% or 


a higher 
jobber's average 10° to 


‘ f 
salesmans 5° i“ of 


even the 
10°) commission, | cut my net down 
in half or less This 


items which now inch over into the 


black reverse 


means some 


and inch over into 


the red 

The question now arises “What 
to sell This is a mighty tough 
problem. Certain things due to cap 
ital, shipping, stocking, fragility, 


style, custom fitting. ete. do not lend 


themselves readily to mail order ex 
ploitation, Still, if | mentioned their 
names, in almost every case a su 
essful operator could be pointed out 
who is doing what theoretic ally can’t 


look for prob 


lve done But why 


lems? Decide on an item that is 


easy to store pack light to sh . and 


in demand 

What is in demand? 
you What 
section of the population desire and 


locally? Sure 


I ook around 


does Scrne significant 


cannot easily obtain 
that is 


was easily 


1 rough question. But if it 
bright 
filling the de 
So it now becomes a question 
After 


steady 


answered serine 


boy already would be 
mand 
of priming your idea pump 
you are well established, a 
stream of ideas will come to you 


over the transom, in the mail, on the 


phone. Unfortunately the vast major 


ity of these will be absolutely useless 


The acid test of any idea submit 
ted to you is this “If this wingbat 
doe oni the guy try 


Offhand. | can 
products over the 


is 40 hot why 
selling it himsel} 
think of only two 
years that stood up to that question 
One was put out by a huge corpora 
tion which only sold through dealers 
and their dealers had missed the mail 
order angle. We did a nice business 
till their 


and swamped the mails. Incidentally 


regular outlets caught on 


this violates another mail order ax 


liom “Nail 


The second 


down your product” 


product came to us 
through a manufacturer's agent, and 
we did nicely on it for a time 


till the limited market was sold out 


Here we violated the “deal direct 
rule” but remember, no rule is 
absolute 


A Sure-Fire Method: Read! 


The best method I have found for 
pump priming is to read. Yes, | 
visit trade shows, industrial fairs and 
buying centers but so does every 
one else The chan ¢s of pr king up 
a product overlooked by the Big Boys 
is very. very small. So | read dozens 


and dozens of industrial magazines 


month Not so much looking 


every 
for an item already offered for a 
particular held but for an iten 


that can be twisted around to a differ 
ent use 
kor example one of our steady 


offe red for the 


sellers was originall 
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we could buy fill-in stocks 
i beating n local importers, but the price 
he home making held w ( is { triple Still, if vou come “) 


Limp CMM 9 ! hye “eet ‘ nal nal distribution rights I good idea and cant get one 


nting imdustr ' I gave up the hight after but ‘ ' oo busy \merican manu 


cts Was used att y heads against the cold eco ers to play ball with you, an 
if setting up national distri e company may be just the 

via mail (against huge indus 

giants with warehouses and 
million dollar advertising budgets is impossible here, to list all the 
. j ible product sources; but briefly, 
night try these Trade mag 
. Thomas Register and other 
tories the Chamber of Com 


of any American City (1 once 


But we still handle the item and turn 
librar une er ' davs bro over a few dollars profit every month 
ng. Had a le I, We still sell the umnual beeswax 
looking throug ' re ile crop for our beeswax producer on a 


ite r lie or oO ~ y Ay’ OMMISSioO basis We sell it by - . 
life publicats a = , tive vidress of a sought-after 


at month's « : ’ mail to small fist of people v 
| ' e @ — ' | . ufacturer through the fact that 


idea: S1.200 t ose like his particular quality The 
say was wt ipped ima 


nidwest city I he { 
* name) the lr uel 


profit , . ' } ‘ shells are a steady added it 
is 1 he fhitth pr niuct is just neo 


a pushes onsulate ofr | mbassy 
country: and last but 

Off Shore Companies May cast snoop around your own 
Have Just The Ticket Where are they building litth 
ri Who is moving into the 


other Axe Works build 


takes vears before 0 ' on ‘ ‘ ! open, your mouth 

in be made to p 0 ing i“ your typewriter hum 

stopped featuring oods row ) mie Youll find a product As to 

listant continent because of the i profit with it next 

yossibility of maintaining quantity ! 1 we will go ints How To Vat 
ney is tied up in id Merchandise Your Mail 
onths im transit Product s 


i. Roll strip labels 
2. Continuous pack form labels 
3. Addressograph electronic facsimile tape labels 
4. IBM Type 407 tape labels 


5. Tip on or fully apply Government 
stamps or premium stamps 


y ovfomat« 
ne. lt will take 
and all sizes 
of envelopes, bro res, pamphlets ght 
weight booklets, maga tabloids and 
flyers, ac 
alyze your labe 


how CHESHIRE 
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He res what the publi doesnt hnou about 


Post Office 
Public Services 


While Postmaster General Summer 
field woe testifving before the House 
Committee, insisting on postal rat 
rabes and refusing to recognize that 
many of the services of the Post iy 
hee are public services the May 
1956 iasue of Postal Service Vews 
employee house magazine) carried 
the following tluminating artich It 

pread reprinting 
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FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 


GUARANTEED 100 ACCURATE 
Constantly Corrected 
Reta:lers. Wholesalers Manufacturers 


Banks Churches Institutions 
® Choice of 350 Other Lists © 
We Charge ONLY for Addressing” 








ADDRESSING PLATES FOR SALE Usually Completed within 3 Days) 


Write for FREE Catalogue 
GRAPHOTYPE, model 6381, used in good 


condition. Also model 1900 Addressograph 


ELLIOTT STENCIL CUTTING 
ADDRESSING LIST MAINTENANCE 


SPEED-ADDRESS KRAUS CO 
48.01 42nd St., Long Island City 4, N. Y 
with teeder. Model 96 Rem. Rand calculator 


PPLI 
SUPPLIES pelle Uh STillwell 4.5922 
Box 81, Reporter, Gorden City, N.Y ro —_— ao Borroughs Bookkeeping 





Machine. HARRY J. ABRAMS, 124 1 St, NE. REBUILT & GUARANTEED 


Wash D.C 
SPEEDAUMAT—Zince Plates embossed—$35.00 ss ~o6¢ 


per M 100 accuracy gvaronteed 
POLLARD. ALLING—3 line proofed and linked 





Addressograph Speedaumat Elliott Addressing 
HELP WANTED Machines. Graphotypes Cabinets-Trays Plates. 
Frames. Mimeographs-Multiliths Tying & In 
serting Machines-“Hook-on” Tray Equipment 


instinet. Handi ne ) ) 

nstine = ads on magazine ond pro 1 Buy ond Sell all Direct Mail Equipment 
| 

703 N. 16th St.. St. Louis 3, Mo mote sale of our books. Ad person will be Rent Melinda 


one of top four who will benefit as business 
, 326 B’woy, N.Y. 7, N.Y. HAnover 2.6700 


$25.00 per Need advertising person with promotional 


Advertisers Addressing System 





grows Real future if you like to work 


ADVERTISING AGENCIES Starting salory $100 week. One person 
deport. All-Pets Magazine Fond du Lac, Wise SERVICES 





Pulling direct selling mail order advertising ——— WANTED 

campaigns in newspapers, mogazines, trode Your list on key punch cards. Select cote 
popers Publishers’ rates. Counsel service WANTED. EXPERT TO HEAD gories. mail from same master. ERIK KSON 
Martin Advertising Agency, 15 E. 40 St MAILING DEPARTMENT tabulating equipment extracts part of list 
Dept 33A, N.Y. LE 2-4751 Est. 1923 for selective mailing Eliminates duplication 


Real opportunity available with aggressive 





costs less than plotes. Addressing $1.50 M up 
ERICKSON ENTERPRISES 140 Sth Avenue 
New York I! WaAtkinse 9.5505 


firm in large Midwest city for mon who 
EQUIPMENT FOR SALE hnews meiling eperetions, production 
economy measures Must know how to 

ADDRESSOGRAPH - Model 3400 build and maintain a top quality, profitable - ~ “4 
mailing list. Must have imagination and SITUATION WANTED 


Built special to cut addressing costs—con bilit P 
ability ) 


expand department's service to its —— ——_—_-— 


tin f tension ver it . 
invous feed—extension delivery—24 positior ndustry—unlimited opportunity for creative MY BLOOD—has the mail-order business in 


selector — AC motor 110 volt—ir excellent t+. Broad ex, good right hand man, Keen 
conditior BARGAIN PRICEL FOR QUICK 
SALE. Prince & Company, inc. 5435 W. Fort The Reporter, Box 82, Garden City, N. Y cataloguing, releases 
Street, Detroit 9. Mich. Tel Vinew od 2.4200 ’ st maint addres mail room 


ndividual Tell us your experience salary 
expected, references and send photo. Write for moil-order naturals Copywriting 
Exp. exec. in fulfilment 





rot ‘ expert on a | inserting mea 
USTS etc. Phone Allentowr Penna, HE 

Anderson Folding-Wrapper Machine 

. > mete CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 


M. Sussman 
sizes up to 11 «x 14 includes 
and 15 . conveyor with m« 
condition—in production now f on Call your list broker—TOOAY yeors experience in lettershops & publish 
nspectior Bargain priced for sa or Tobe's, St. Catharines, Ontario ‘ ow all phases of mailing operations 
Prince & Company Ine 543° ; ; vest in of 


Detroit 9, Michigan. Tel: Vinew MAIL ORDER ‘ ox 83, Garden City, New York 


all business. Write The 








MAIL ORDER MINDED? WE LIST YOUR NAME TYPE FOR OFFSET 
Model 4300 Speedaumat with over 500 mail order businesses. You 


wrapper addressing machir ‘ ; receive fabulous mails. Money-making ideas, ‘ 


Stove with FOTO-FONTS. Unit cost per font 
permn ane return ederess printer ‘ books, magazines, samples, etc. Tremendously only 20¢1 Easy to set and align—sharpest 
condition. Bargain priced ' , ; worthwhile service only $1.00. Satisfaction reproduction. Free samples and details, A.A 
Prince & Company, In ‘ , gvoranteed. Mailorama, Box 4760M, Lyn Archbold, Publisher, Box 20740-K, Los Ange 


Detroit 9, Michigan. Tel ‘ ? brook, Long Island les 6, Calif 


MASA SET FOR BIG up job arranging four days of excit- Saturday night cocktail receptio 


ctivities for MASA’ers ittend And there ll be a surprise feature 
CHICAGO CONVENTION mited to producers of mail the Saturda night dinner dance 


services VASA mem nal opens with the awards break 





\ big men bership turt j wre ospective | embers . onda will be topped off with 


pected for the Mail OvVeTiis ention will include idea y ening of dinner and dan ing 
Assn.'s 35th As ' | . ' exhibits demonstra i ' Pares T hoers. the 
thor if Drake . ‘ ho ind entertainment alor why ‘ ention at 
the 24th to 2% uv Mth) there'll be a Chis , osing whee with 
Punch Party to welce reset uh honor 

enti ittenders 


* planning 
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St., Gerden City, N.Y 





ll 


and 


with an All-Day Confer- 
the Waldorf 
Astoria. John Mather Lupton, president 
of the John Mather 
N. Y., is general conference chairman 
The 
luncheon 
1957), 
Anniversary 


big NIAA affair 


The 


not 


Senate 


com- 


CONGRATULATIONS! 


Office Committee 


Sept 


Post could ence Banquet at 


plete adjournment 
The 
debt 


hearings before 
H. R. 11380 died 
fraternity 


whole Lupton agency, 


of 


who 


Therefore 


direct mail owes a 


Maginnis day's activities will include 4a 


Third 


outmaneuvered 


gratitude to Harry 
industry's 
The 50th 


should be a 


represents the Associated Class panel (Forcasting 


Mai! 
the irresponsible propaganda and bully- 
of PMG Arthur The 
of were a panic 
could all of the 
stuff proved 
that 


Users, and who afternoon panels, et 


observance 
ing Summerfield 
final 


Wish 


hard 


hear ing 


days 
— 


on ee 


we 


boiled 


report 


which cone 


HERE'S A TIE-IN WHICH WAS 
REALLY IN TUNE: Not ago the 


Crane Co manufacturers of 


clusively Summerfield's figures 


and claims were phoney. Maginnis and long 
doubt 
be 


and 


his witnesses proved beyond Chicago 


that 
tablished 


until a postal policy can es water pipe valves broke an advertising 


(separating public com 


all 


individual 


campaign in business papers using that 
There are that 


ake 


mercial services) rate-fixing by one therne some vaives 


lomineering represents it Crane doesn't mz but Crane 


responsible management makes more vaives than anyone else 


— One ad picturing a cartooned sousa- 


ade 
NATIONAL INDUSTRIAL ADVERTIS- 
RS ASSN...New York Chapter, In 


will 50th Anniver on 


was seen by Vera Shields 
G. Conn Ltd 


phone player 
advertising manager of © 
Elkhart, Ind 


turers. Shields 


band instrument manufac- 


observe its ary got Crane's okay to 


looking 
Ad 


card 


drab 


But 


stores usually 


of 


come 


by retail are 


STENCIL-TYPE CREDIT CARDS used 
with (if 
dressograph-Multigraph Corp 


little value in terms visual design 


Ohio 
of 


Pictured 


affairs any) promotion 


of Cleveland has out with a new 


giving it 
the 


which can be produced in a wide range colors and designs 


advertising as well as functional value here in its original size, 


plastic card has a number of other valuable assets: It's easier to carry than standard 


metal-plate type; it can incorporate bearer’s actual signature; and is easy t& 


prepare on an automatic Graphotype machine. Its also less expensive than similar 


systems 


‘ Addres 5 ograph 


caro 
AOWteTisin~ 7 h~ 


MITRE CM ANCE ACBTL MEIN 


SAMPLE, VOID 


the ad Conn’s direct mail pro- 
to 24,000 retailers 
attractive folder showing the Crane ad 


the 


use in 


gram Result was an 


on the first page. Underneath was 


who makes 


In- 


headline: “Three guesses 


the most band instrument valves! 
side showed pictures of Conn’s massive 


Elkhart 


proc esses 


factory and photos of various 
go 
Both 


undisputed 


band instrument valv 


es 


through in their manufacture 


Crane and Conn emerged as 
of the 


cooperative 


masters valve and experts 


in good tie-ins 


—_ 
eee 


A DIE-CUT FOR DIALING: 
Electric produced this unusual! booklet 
to show 
of GE 


motors are “as near as your telephone” 


General 


for apparatus distributors 


customers how local stocks 
Entire twelve pages of booklet are die- 
circle. The circular 
full bleed 
distributors stock 


of GE 


pages 
of 


the 


cut in an 11 


inside feature photos 
and service 


The 


how 


wide range motors local 


attaches his business card 


black 
in the 


An effective 


distributor 
cover pict ired 
Dial 


presen- 


to the red and 


here) tying with 


Me 


tation 


headline 


A PERTINENT QUESTION: 
of Form 3547 the 
who rents a list to retain ownership of 
The 
bulletin 
brokers 


should 


Does the 


use entitie person 


the corrected names? question 


in a recent from 
Lewis Kleid Co 
the 
privilege to use the corrected address 

but for 


material bulletin 


was posed 
the 


believe 


who 


the 


list 
mailer have 
his 
that 


the 


only readdressing 


The 


mailing 


suggested 
Form 3547 


should inform the owner 


on any using a 


mailer list as 


will be 
the 


the 


“Corrected 
We 


names 


follows names re- 


will not retain cor- 


We 


sideration 


addressed 
return cor- 


of 


rected will 


rections in con payment 


of the Form 3547 and rental charges.” 
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Lew Kleid is eager to establish a stand- 


ard of practice for all concerned, so 


he'll welcome 
Write to 
New York 36, 


your opinions 


at 25 W 


pro or 
him Sth St. 


N. Y 


con 





eee 
[) WANT TO BUY SOME WORTHLESS 
NAMES? A fellow 
trying to 
“list 


out in Michigan is 


them as a serious 


containing 20 


sel] 
service mails a 


folder 
this 


cleaning 
cheaply - printed 
and message: “If 


sample nixies 


this list of worthless names is appre- 


ciated by you, send 10¢ and 25 more of 
these latest worthless names will be 
dispatched to you. Strike worthless 


names from your mailings and you'll be 
the 
You'll also spend a small fortune trying 
to find the 


” 


surprised at money you'll save 


out on what lists names 


are worthless! 
— 


eee 


MORE ABOUT PLAYING CARDS: 
ast month's Short Notes 


No sooner had | 








A rim Oe 
The Drodhmans 
ee 





© mtg Hoe 

















to bed with an 


gone item about a pilay- 
ing card campaign (see page 42, July 
issue ) when we received this novel 
birth announcement from Bert Druck- 
man, of the Special Markets Div. at 
Atlantic Playing Cards. It featured five 
cards showing the Druckman family 


(sixth card in lower right corner shows 
back of the cards). As an 


tion-getting direct mail announcement, 


other atten- 


playing cards seem to be a standout 


and they can be eyeletted for easy 
presentation. Investigate them, if you re 
looking for an attention-getting format 


— 
eee 

INDUSTRIAL PUBLICITY is profiled 
in an informative folder just | ished 
by Dix & Eaton agency in Cleveland 
Originally developed to answer 13 most 
often asked questions about the b 
ject, the folder covers questior ict 
as “What is industrial pu! t How 


P.R 





from 





does it differ 


AUGUST 





1956 
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NS ee 
Take A Tip From The CIRGUS 


your for the 
feel that you know how to put on 


ee 


Kei 


Dress direct mail job you 


audic nee 


Spend some time on the costume 
want it to do. Make 
a good show. W e'! 


your 
e talking about paper 


of course asking you to be conscious of texture, color and weight. 
For example a bookiet to be a booklet, should have a cover. 
And a cover from Peninsular’s handsome line will guarantee a 


good show 
Play safe. Send set of books. You'll 


particularly like the ones showing papers with color on one side and a 


now for a complete our sample 


different color on the other 


Come we 3 w* Z 
¢ leptinsilte c MYOW ote ae a 
YPSILANTI , : , MICHIGAN 
Send your 2 sample books please which show swatches of your two-color papers 


Peninsular Duplex, and Bermuda Duplex. Would also be interested in seeing sample books of, 


) Tuscan Cover ) Zamora Cover Pab Cover ) Telephone Book Cover 
Brilliant White Twin Tene (both cover and text 
Nome Tithe 





















work with advertising?, How is pub 


licity material developed for indus 


tries ets You can get a free copy 
of the eight page folder by writing to 


D & E at The 1010 Euclid Bidg., Cleve 


land 15, Ohio 


—_— 
eee 


RECOMMENDED READING DEPT: 
Write to the Wall Street Journal (44 
Broad St. N.Y.C.) and get a copy of 
the June 8 issue 


Gordons page-one feature on the list 


containing Mitchell 


business. It's a fair and accurate pi 
ture, filled with interesting side lights 
about the many different types of lists 
available. And, if you want a real laugh 
write to that friend of yours in Mil 
waukee and have him get you a copy 
Milwaukee Ad Club's publica- 


tion, Torch 


of the 
June, 1956 issue. Turn 
to page 51 and read Tom Kroening’'s 
What Motivated This 
Research on Motivation Research”. The 


humorous piece 


interviews with advertising perso 
nel are bound to leave you chuckling 
“ they did wus 


— 
eee 


VELVA-GLO RADIANT COLORS 

are putting a lot of punch into a wid 
Radiant 
Oakland 7, Calif 


range of advertising Color 
Co., 830 Isabella St 
has just published an interesting bro 
chure howing how 23 companies and 
their agencies use fluorescent paper 
and ink to create advertising impact 

in all printed media. One page ol 
the rect te how the dazzling 
color i handied best in produc. 
thor ‘ on printing processes 
et 0 i to Radiant Color Co 


they ll b tli o send you a tree cop 


eee 


HARRY A. PORTER, erand 


finally retired. He 


acem olf 
the graphic art ha 
withdrew late in July as senior vice 
president of Harris-Seybold Co print 
ing equipment manufacturers of Cle 

land but will continue a 
time consuitant to the company 
imdustry he erved for fifty years. He 
started with the company at age 19 


and became known as the 


Besides his 


champior 
of lithography champiot 
ing al s of causes in the graph 


president of the DMAA 


in 1949-1950. Laat ear, fhe 


arts he was 


HO WILL BE OU 
WERT PRESIOENT? 


mL BE OU 
NEAT PRESIDENT? 
aowai? 




















THE UPCOMING PRESIDENTIAL ELECTION offers a big opportunity for you to 
use a timely tie-in promotion. Here's two stock promotion items worth considering 
One is a handsome two-color 1956 Presidential Handbook published by Brown & 
Bigelow, 1286 University Ave., St. Paul 4, Minn. The 24 page, pocket size publication 
gives a raft of facts concerning presidential elections, historical and current 
statistics on the government and special information of significance in this 1956 
election. With imprint on the back cover, the handbook makes an excellent election- 
time giveaway. Another item is a clever 1956 Election Gadget offered by the Halco 
Co., 165 Dwight St.. New Haven, Conn. Features a pull-tab gimmick which changes 
the picture of the Republican candidate to that of the Democratic candidate, and 
vice versa. Bottom part of the gadget carries sales message and imprint. Write to 


Haleo and Brown & Bigelow for prices and samples 


Frencl Kenrme 
direct to Am 


ed the fourth and only) Honorary the 
Life Member of that association. All 
of us look forward to seeing Harry at ustomers The i 


DMAA convention ior many years to pedigreed 


poodle 


come. He cant miss them for he clipped and pedicur 


ha Oo man friends an tyle Par 

pampers the poocne 
thes ire guarantee: 
top condition Poodle 
ne thre Frenct do 
World-Wide Kenne 


from $119.95 


“THE LITTLE RED BOOK" is 

compact booklet showing the many, 
binding services of Sloves Mechanica 
Binding Co., 601 W. 26th St.. New York 
1, N. Y. Entire booklet is patterned after 


‘ lassified page 


4} 


the telephone hook 
vith alphabetical and illustrated COMPETITION FOR ATTENTION 
(from a“ houldnt be taken lig " tried 


Where t 


listing of binding tormat 


pums to Zipalopes Each 
Buy It iten i 


Report - 


to emphasize in Ju 


tied in with Slove ers) Hope all of yu urticle 


address and telephone number (Al tarting on page 63 of J » 1956 


gonquin 5 52). If you're looking for ue of Newsweek Competitve 


binding idea vou might get this book Target—Your $8. It 

and ook ti yugl Sloves Yellow port on the terrif 

Page which is on no 
me Know now 
that the tuggi« 


rougher inciudir 


"POODLES FROM PARIS” is a new mont! 
a which is getting a big 
er magazines World 

{ Darien, Conn., fl 


wire registered wit! 
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when 
it must 
be on 


Reproduction Department, National Homes ¢ ifion . 


it should 
be on 


orpor 


Lafayette, Indiana 


Atiantic Bond! 


When there's a deadline that must be n you can always ce 


int on ATLANTIC 
ATLANTIC BOND. the genuinely 
“runability”! ATLANTIC BOND'S 
And ATLANTIC BOND ontrolled for 


ted tin 


watern 


irked 


just-right” t 


Bond 
lity 


stability “H8S8uU 


l Sulphite which u 


is first in mie 


ulk and riget in * 


noimsture dimensional 


on every run—no was e and effort on re-runs 


ATLANTIC BOND is fir: 
take 
ood b 


It's a 
Next time the job 
BOND a 


t in performance, toc better 


better look harpet earet 


£ isiness to make ATLANTIC 


EASTERN 


i Monite;, 


tRCELLENMCE 


Atlan 


TERN 


ee MANUFACTURER * QuA 
‘ ’ OT y " ae] ‘LPP 


iM FIME PAPE “ AT BANGOR AN 


Y PAPCR AN , 


BROND! Here's why 


first in its field for sales 


moother running always 


more accurate registet 


MM pressions 


quality its 


ATLANTIC BOND 
ATLANTIC DUPLICATOR 
ATLANTIC mimtoO 
ATLANTIC OFFSET 
MANHIST BOND 


‘ AND A Ants 





You can get it all from Mead—Papermakers to America 


For better impressions, whatever the job print on Mead Papers You 
completely diversified line of papers im colors, weights and finishes for ¢ 


Mead merchant be vour sours of supply He knows that the ekille and re 


organization are concentrated on the job of o m Mead Paper the heat 


Mead Papers Give Trouble-Free Press Performance 


Production costs lowered by uniform quality 


Catalogs and folders, price lists and aristocrat of supertine gloss coated 


broadsides are a big and unportant papers. Here is a brilliant white paper Quality Letterpress 
part of your billing. Next time you with a high gloss and uniform surface Papers by Mead 


estimate such a job, plan to use Mead that are receptive to the finest half 
f) | Tra cent 
Papers You will have the satisfaction tones and assure absolute fidelity of : NSIUCET 
Black & White Coated ver 
Black & White Enamel 
1 Ivory t 
nitftle 


of working with a uniform. troubk reproduction with maximum detail 
free paper produced with your needs bor added economy, remember Mead 
in mind. Your customer will like the Process Plate. the low-cost coated pa f . 
work you deliver. He will be mor per perfectly suited to high-speed pro f 
than satisfied with the appearance of duction with heat set and flash dry Rict 
the finished job inks. Both are standard products of i 
For the finest printing, remember The Mead ¢ orporation Let them f 
Mead Black & White Enamel. th work for your profit 


\iaz¥e) THE MEAD CORPORATION 


Papermakers to Ameria 


Ia IETS Sa ffices: Mead Pape a Ww 


sali 
de 
( 
y 


Moad 


Fiat 





